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Suggested retail 
$16.50 each 









What will you say 
4,000,000 
new workers’ 


It has been estimated that June, 1942, will see 4,000,000 
new workers employed in American industries. These 
workers and their families will want many necessities and 
luxuries — some of which may not be easily available in 

war-time. Over and above these primary desires, you may 














41X63] 
Suggested retail; 
$16.50 each 













be surprised to learn, they will share the we stioan human —f sees Payot 4 
wish for jewelry as personal adornment. | : | $19.50 each* 







Your regular customers will be able to visit you more > 
frequently. In addition, youll meet those who hitherto have 
lacked the funds to deal with merchants of your standing. 






















Forget the old chestnut that “the general public isn't , 4X5971 


educated up to quality and value”. Your new customers, | Suggested retail } 


with war-time earnings to spend, are ready and eager to — 


learn. Earn their respect for your judgment by supplying . 
them with the best jewelry available. 


Accept the opportunities that current conditions will bring—and rely 





on O-B to keep you stocked with timely, fast-moving fair profit items. 4K3171 ; 
Suggested retail 


$28.50 each* 







See your wholesaler or write direct 










4K3181 
Suggested retail price 
$30 each* 









*Plus Federal Tax 
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The cover—lirina Bdaronova, 
Russian-born prima balle- 
rina of the Ballet Theater, 
wears the diamond neck- 
lace given to her by the 
son of a lady-in-waiting to 
Queen Victoria. The neck- 
lace belonged to the Queen 


when she was a_ child. 
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MEDAL AWARD TO 


Salernattonal Merling ... FR Ms 


Naturally we are proud to receive this great honor, awarded each 
& , 
year by a jury of advertising experts. 


But—we of the International Sterling Company are even 
prouder that International’s 1941 Sterling advertising won 


special honor with the public ... 


... that it ranked with the best read of all advertising in the 
publications where it appeared . . . 


... that its effectiveness has been demonstrated in your 
sales of International Sterling. 


Throughout 1942 we shall continue this proved, and applauded, 


advertising—along with the great Silver Theatre on the air. 
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To help synchronize U. 


Elgin National Watch Company, Elgin, Illinois, U. 8, A, 


ELGIN TANK CLOCK—one of the many precision instruments now being pro- 
duced by Elgin for the U. S. Government. Before acceptance, these sturdy, jeweled 
clocks undergo the most rigid tests. For they must perform reliably under condi- 
tions of severe shock, sudden changes in position, and wide ranges of temperature. 


and research laboratories in the watch- 


S. tank operations, Elgin 
making world. And to the delicate oper- 


has created a special vibration-proof, sweep-second  jions Siiks’s Aapidaen ween telng 
tank clock. This is but one of the many types of pre- a skill and experience painstakingly de- 
cision instruments Elgin is now building for _ veloped through four generations. 


Every Elgin precision instrument is 


. +] e a 
America’s army, navy and aviation needs. eens Mai Te tnan oe 


@ In code, messages flash back from ad- 
vancing tank units to field headquarters. 
This tank company has reached its objec- 
tive at 10:46... that one has met unex- 
pected resistance at a specified point. . . 
another, at 10:59, is in danger of a flanking 
attack from a given direction. As reports 
come in from all the units, giving situations 
and times, the commanding officer has a 
clear picture of the front. He can coordi- 
nate operations. He knows where and 


* * * * * * 


, signed and created exclusively in the Elgin 

when his forces can best be maneuvered. : 
s ‘ . Sie factory —the largest in the world devoted 
Time control in U. S. tanks is maintained 


by special tank clocks. Increasing quan- 


tities of these jeweled, carefully-adjusted 
timepieces are now being produced by 
Elgin on government order. In addition, * * 
Elgin is also turning out other types of 
precision instruments vital to America’s 


army, navy and aviation needs. 
Instantly available at Elgin for this THE GREATEST NAME IN AMERICAN FINE 


exacting work were the finest scientific WATCHMAKING SINCE 1865 


to the manufacture of fine timepieces. 


* * * * * * * * * * * * * 


NAVIGATION WATCHES STOP WATCHES AVIATION CLOCKS TANK CLOCKS SERVICE WATCHES CHRONOMETRIC TACHOMETERS 


COMPASSES TIME FUSES FOR SHELLS SPECIAL TIMING DEVICES FOR NAVAL AND AVIATION USE 


RAILROAD AND TRANSPORTATION WATCHES 
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into it. Baker Illusion Settings 
are made in platinum, Lideste 1 


and all colors and karats of ie 
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SUCCESS 


DEPENDS UPON PREVIOUS 


PREPARATION 


Confucius > — 
551-478 B.C. A i 


Prepare for Success with the 1942 Line of 
»>RH ODI‘ GEM Mountings and Wedding Rings. 


REG. U.S. PAT. OFF. 


For months now, the Goodman & Co. line of RHODI-GEM mountings and wedding rings 
for ‘42 has been in preparation. We refuse to rest on our laurels. We will not ask you to 
compromise by accepting “last year’s” styles. Your success has been assured by our 
long and careful preparation. You can have the newest in fashion . . . the finest of quality 
in mountings, wedding rings and stone rings regardless of “rumors” to the contrary. 
Just you see the Goodman & Co. line for ‘42. 


=~ 


CAMBY 
q as . 
Nagy 


RHODI: GEM 


Mountings and Wedding Rings 


Rhodi-gem mountings and wedding rings, those Goodman & Co. 
rings of two-tone Rhodigold .. . those rings that have the permanent, 
flashing beauty of diamond-set rings WITHOUT THE USE OF DIA- 
MONDS ... are today an established SUCCESS. Your public wants 
them. Jewelers now demand them. See the new ‘42 Goodman line. 


42 WEST WASHINGTON STREET 


INDIANAPOLIS, INDIANA 
MAKERS OF QUALITY JEWELRY SINCE 1903 
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8% BANDS—KEEP COMPANY WITH THE WORLD'S FINEST WATCHES 






GUARANTEED 


BRUNER-RITTER 


EACTORY: BRIDGEPORT, CONN 
NY. SALES OFFICE: 630 FIFTH AVE 






























TRADE-MARKS OF THE JEWELRY AND KIN- 
DRED TRADES will illustrate and identify about 
10,000 trade-marks pertinent to the jewelry trade. 
This reference is of inestimable value to the jeweler 
and is his only means of identifying trade-marks of 
items brought in by customers to be duplicated, re- 
paired or replaced. 


Definite Demand For New Volume 


Last published in 1922, new lines and items have 
made the last volume inadequate and incomplete. 
Thousands of jewelers have made inquiries about a 
new volume and the new, larger book bound in a 
heavy maroon stiff cloth cover will be ready about 
August Ist. This book will be a permanent addition 
to every jeweler’s store equipment. 


Your Trade-Marks Needed 


Every advertising manager should be definitely sure 
that reproduction of all trade-marks and trade names 
are promptl; supplied to us.» NO CHARGE FOR RE- 
PRODUCTION OR LISTING. It is our sincere de- 
sire to make this book 
as 100% complete and 
\ewe lets accurate editorially as it 

{yyertlal is possible to make it. 


\e a stunt 





AND THE ONLY BOOK 
OF ITS KIND!... 


Advertising Opportunity 


And speaking of its advertising value, TRADE- 
MARKS OF THE JEWELRY AND KINDRED 
TRADES is constantly at the finger tips of jewelers 
throughout the length and breadth of the land. It 
has a guaranteed life of three years from date of 
publication of the edition now in production. No 
facing advertising—all advertisements opposite il- 
lustrations of trade-marks or editorial matter. Only 
three different size advertisements: 


Full page 7 in.x 10 in. .......... $175.00 
Vy page, across 7 in.x 5in....... 95.00 
V4 page, 3—13/32 in.x 5in...... 55.00 


Preferred position rates on request. Write, won’t 


you, for additional information? 


Published by 


THE JEWELERS’ CIRCULAR - KEYSTONE 


100 East 42nd Street - 
New York, N. Y. 


® 


A Chilton Publication 
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J OIN THIS COMBINATION 


J, bye 
.. Craftsmanship 


and Price 
Kesult—MORE SATISFIED CUSTOMERS—GREATER PROFITS 





SOLD THRU 
WHOLESALERS 





SEAMLESS RING COMPANY 
71 NASSAU ST.* NEW YORK CITY 


OFFICES IN 
CHICAGO and LOS ANGELES 





tk Do Your Part: BUY DEFENSE SAVINGS BONDS and STAMPS + 
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| | meets the need of 
a é the hour with the 


FIRST and ONLY American-Wade 





@ As American women in ever-increasing numbers proudly take 
their places in the Defense Program and community services, 
the |. D. Watch Case Co., Inc. meets the zooming demand 

for a good waterproof watch case with the FIRST and ONLY 
Ladies' American Waterproof Watch Case .. . precision 
made to the highest standards . . . approved by leading 
movement manufacturers and jewelers everywhere ... 

a timely addition to the |. D. Complete line of 

Victory, Military and THIN model waterproof 

watch cases. /t pays to insist on I. D. Products. 





I. D. Products sold only through Watch 
Manufacturers, Importers and Wholesalers. 


I.D. WATCH CASE 
COMPANY, inc. 


Factory and Offices: 121 Varick Street 


Y New York City 
@ Buy U. S. Defense Bonds 
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* SNAP-LOCK—The Magic Key Ring 
Snap-on — snap-off any key instantly. 
The ring is made of Stainless Steel to 
resist cutting by keys. 





Sold through leading wholesalers 
FORSTNER CHAIN CORPORATION, IRVINGTON, NEW JERSEY, U.S.A. 
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POR PROFIT REPLACEMENT 





In normal times, a retailer’s order was a command. Today, it’s a hope. Certain items are 


not to be had at all; others don’t come through in the quantities you want. 


An Accessory Jewelry Department, amply stocked with jeweler’s-quality jewelry, will 


i] 
help you solve the problem of profit replacement. It will create new store traffic. It will 
boost sales in your other departments ;— And Kreisler’s accessory jewelry assures you of 


that extra margin of quality and that extra margin of profit. 


JACQUES KREISLER MFG. a 


Wath Bands,Hateh Srraps hades’ and Gentlemens Jewelry slecessorvtos 
$ é Y 


look lo your 


A 
| 


NEW 


YORK, VISIT 


OUR 


NEW SHOWROOM 





IN ROCKEFE 


A MAN’S WORD 
A Monthly Comment by Jacques Kreisler 
Not priorities alone, 
but patriotism, as well, 
prevent us from using 
materials needed 

for the War effort. 

As manufacturers 

and as retailers 

of consumer goods, 

it's our job to 

keep America strong 

in commerce... 

without rendering America 
weak in combat. 

May I say this 

to manufacturers: 


Pioneer with 


substitute materials 


and put 
available materials 


to new uses. 


And, this to retailers: 


Create, expand and promote 
those departments 

where products 

are plentiful... 

to fill the growing gap 


in your inventory. 
American ingenuity 


is on trial. 

May Necessity again prove 
the mother of invention... 
and Patriotisn, 

the father! 


COPYRIGHT 1942 J. K. MFG. CORP. 








On these scales 
your assay sample of gold and silver is weighed at Attleboro 






N 3 of a series 
0. showing the 
highly efficient processes 
used by Attleboro Refining 
Company to give you maxi- 
mum value from your prec- 
ious-metal scrap. 


DELICATE SCALES WEIGH YOUR GOLD AND SILVER 
WITH 100% ACCURACY AT ATTLEBORO 


Here you see another stage in determining the value of your scrap 





shipment sent to Attleboro. Attleboro’s low cost, large-scale 
production gives our customers 
In a previous operation, a small bead containing gold and silver highest net returns on— 


Solid Gold Scrap 


Filled and Plated Gold 
Scrap 


Plating Wires and Racks 
Dental Scrap 
Filings—Sweepings 
Cuttings—Clippings 
Bench Waste 

Polishings 

Obsolete Stock 


without any other metals, was produced by a special refining process. 
Next, this bead was “parted” by an acid which separated gold from 
silver. Here the gold is shown being weighed on the most delicate scales 


money can buy. 


The result of this weighing indicates exactly the settlement to 


2 & ee eS eR 


which you are entitled and which is sent you at once unless, of course, 








you wish first to check our findings against those of your own assayer. 





CO: ELECTROLYTIC REFINERS 
OF GOLD AND SILVER FOR 
Main Office & Plant = Branch Office & Plant 
y .] 
36 UNION STREET 300 COMMUNIPAW AVE. AMERICA’S LARGEST USERS 
ATTLEBORO, MASS. JERSEY CITY, N. J. SINCE 1899. 
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No. 145 


“Perfect" Settings are of one-piece construction and are supplied 
in all the popular sizes. Available in platinum, palladium and in all 
Karats and colors of Gold. 


No. 140 is made for '/16, '/s, *he, V4, Ya, V2, Ye, ¥%4, 1, 14 and 11/2 
carats. 


No. 143 is made for Vie, Ve, 7/16, V4, Ye, V2, Ye, ¥%4 and 1 carat. 
No. 145 is made for '/s,7/16, a, ¥%s, 2, Ye, % and 1 carat. 
More Styles shown in our catalog sent on request. 


~ Karlan & Bleicher, INC. 


ees CREATORS and DESIGNERS OF “PERFECT” RING FINDINGS 
_ TO MANUFACTURERS AND WHOLESALERS 188 WEST FOURTH STREET . NEW YORK CITY. 


WE SELL EXCLUSIVELY 
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FOR JEWELERS WHO PREFER TO SELL 
AN EXCLUSIVE LINE OF WATCHES 
© QUALITY—Like Croton’s 
© STYLES—individual 
© DESIGNS—Distinctive 


If you are a jeweler.who prefers to sell an ex- 
clusive line of watches not sold to or handled 


by another jeweler in your city, MERVOS is the 
line you will be most interested in. MERVOS 
watches have everything our famous CROTON 


- watches have — fine quality, individual style, 

_ distinctive design. In addition, their handlin gwill 
_ enable you to build up an acceptance for a line 
i that is exclusively yours in your city, and yours 


“A 


, 


Kier ee, 
S Zoe 
ADORA— 14-kt. pink gold case and 
tubular bracelet. Four diamonds, . 


four genuine rubies, 17 jewels. 


Retail $265.00 


shockproof, non- 
Equipped with sweep-se 
and radium dial. 17 je 


Retail $35.00 


H COMPANY © 48 WEST 48th: STREET © NEW YORK CITY 
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OR more than three decades 
the name of A. Edward 
Fisher & Co. has been asso- 
ciated with diamond creations 
of distinguished design and 


flawless craftsmanship. 


In the selections of “Love- 
light” Rings presented for 
Spring, dealers will recognize 
extraordinary beauty and on- 
sight appeal. Moreover, the 
attractive prices of these rings, 
in the popular ranges, assure 
generous and consistent profits 


for retailers. Inquiries invited. 


si er ) 
SHER x 


i Ww UY 


A. EDWARD F 
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. IDENTIFICATION | 


IDENTIFICATION Necklaces and Bracelets for CIVILIANS (Men e Women e Children) 


The demand for these practical items is growing rapidly, as Civilian Defense activities increase. It is 
a nation-wide demand. 


Sterling Silver Rhodium plated, with true LeStage craftsmanship and perfection of finish. (Also available 
in 1/20 12K Gold Filled). All chains soldered links. 


Can be mounted, if desired, with correct Service Emblems, making an excellent gift from the man in 
Service to those at home. 


These items make a profitable addition to our already popular line of Identification Bracelets for the 
men in the Armed Forces. 


CHAINS & JEWELRY 
LeSTAG Mfg. Co. ( ee 


NEW YORK @ 9% MAIDEN LANE, ALBERT BETZ 
CHICAGO e@ 29 E. MADISON, ALLEN B. PINERO NORTH ATTLEBORO 
SAN FRANCISCO @ 57 POST ST., MAX J. NEWMAN EST. 1916 MASSACHUSETTS 
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A TRIBUTE TO THI 
OF BEAUTY. 


Today,..more than ever...the significance of the 
bridal ceremony stands out...a symbol of faith 
in America... belief in tomorrow... 

For more than ninety-one years, the firm of 


J. R. Wood & Sons, Inc. has devoted all its effort, 


ra 


all its creative ability, to the styling of beautiful 


rings worthy of the most important of occasion 









...the engagement and the wedding! And jewel: 










ers who feature Rings by Wood have enhanced 


their high reputation for selling quality and 






beauty to their customers! 







That there may be no let-down in this high tra- 





ce , i 
dition ...we have concentrated on as importanta 






collection of rings as we have ever designed... 






and we urge you, too, to keep the standard of qual 






ity high...to centralize your efforts on the display 





JILR. Woo 


MAKERS 


216 EAST 45th STRE 








> 
ty 











AnINGS BY WOOD... 


ameeeeetl 














p/AMERICAN APPRECIATION 
y/AND QUALITY 


the and sale of rings that hold a lasting loveliness 





ith ...beauty that is for tomorrow...and tomorrow! 





| BEAUTIFUL CéZ-cazzved DESIGNS 


ot | SET THE WEDDING RING VOGUE! 
iful 


ONS 





Our collection of CZ-aatwed Wedding Rings, 


handsomely wrought in a variety of exquisite 








rel- 
sed designs in fine gold...stand out as important 
a examples of our many contributions to the ring- 
maker’s craft! 


To help you merchandise these rings, interest- 





ing mats for advertising, attractive displays and 


fine publicity material are available to all quali- 






fied Wood jewelers, subject to prior territorial 






commitments. Write or phone for details. 
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Members of Gemological Institute of America. We maintain a Certified Gemologist. Support Your Jewelry Industry Publicity Board. 


ne mae ee lector. 


U. S. Patent No. 
2,223,657. In- 
fringements will 
be vigorously 


‘Jewelers everywhere are learning that “MIRACULOUS 

MEDAL" rings are the kind people buy on sight — to 

give as gifts to mén in service, to wear thewselves. With Easter 

-on the way, this is your chance to cash in on the ever-increasing 

demand. Write today — There’s good (and profitable) business 

in “MIRACULOUS MEDAL” rings! Over 20,000,000 prospects! 
“MIRACULOUS MEDAL” rings ore substantially made, in " three 


sizes of assorted designs for men and women, of solid 10 kt. yellow 
gold. A touch of the fingernail reveals the Miraculous Medol. 


TEES Se a OE 


USA 08) 


AAI Pr. 


Ais 
ALLE f A A 


THE JEWELERS’ CIRCULAR-KEYSTONE 











All through the years, from early 
Revolutionary days down to the present, 
silver has occupied a prominent place in 
the American arts. and crafts. Together 
with gold, this precious metal enjoys the 


highest status of public acceptance. 


e * LLED 
1 /20-12K with ILVER 
\N a OF 8 FINE S 
ON 8B 


161 Sixth Ave., New York 


Los Angeles: 220 West 5th Street 


JACOBY-BENDER, INC. 


Chicago: 29 East Madison Street 





Special Golden 
Anniversary Offer 


Meltah 
Pearls 


- WORLD'S FINEST 
REPRODUCTIONS’ 


H PEARLS e SOLD THROUGH JEWELERS ONLY 
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INGENIOUSLY INTERPRETED BY 


Anite Ceaily 


CRAFTSMEN 


‘Lam thrilled with my lovely American Beauty Ring 


set with a gorgeous Topaz from my native Brazil 


CARMEN MIRANDA 


(Gifolilelacltkwm -igeP4l lela me iiclame) a 


“SONS O' FUN’. . at the Winter Garden, N.Y 


UNTERMEYER ROBBINS ano COMPANY 
136 WEST 52nd STREET * NEW YORK CITY 
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says the fashion world. 
And American Beauty 
ring craftsmen respond 
VTIAMROMES AGL (late Mel gelel® 
of perfectly- styled 
settings for this— the 
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‘Every day ts someone's Birthday” 


—and Birthstone rings are always in demand 
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C new Blue Seal Quality line is made of a new, non-cor 
rosive Gold Filled stock of 1/20-12 Kt. Quality on a base 


o} ats 101090101010 MEST] NZ-1 Puc Mi clolan) oli: Vol ifolaMol MEAN Zoi ol d-YololllMmal-1(e] San AA 


present this new line with the conviction that both the jewelry 
trade and the public alike will accept it as truly worthy of the 
alle laMmiiclalekol ae MRCLAR@ ce licsuilelaliall ome, dallaaie atch Wm ol-1-1ammektiolalol(-To MB Ziia 


Gemex throughout the years. GEMEX COMPANY, Newark, N. J. 


OF ALL-PRECTOUS VON-CORROSIVE METAL 
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COMBINATIONS OF PRECIOUS METALS 


Gold on Sterling Silver is used for a complete line of items for 
all members of the family. Also, of course, new items are offered 
in 14K, 10K and sterling silver. 





Always an important part of our line, jewelry fashioned from 
precious metals now assumes the major role in our 1942 offerings. 





IDENTIFICATION i 


These items shown 
in Feb. Ist issue of 
VOGUE area 
sample of our com- 
plete line of identi- 
fication bracelets. 


p. A. BALLOU «& co., inc. 


Since 1868 PROVIDENCE, R. I. 
Sold Direct to Retailers 
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watch straps are in a class by themselves 


Always designed to wear longer, and e¢ ee 





NEET saddle-stitched straps are 
made of Buffalo, calf, steerhide 
and all fancy leathers, many in 
shades that blend perfectly with 


pink gold watches. 
CONSULT YOUR WHOLESALER 


ARISTOCRAT OF 
WATCH STRAPS 
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WITH THE GOVERNMENT AND YOU... 


The very first duty of the manu- 
facturers of Gold Filled and Rolled 
Gold Plate is now, to our Govern- 
ment... and cheerfully are we co- 
operating in every possible way. 

One of the ways in which we are 
cooperating is by making substitu- 
tions for vital metals, pure nickel 
and copper alloys—commonly used 
as supporting metals in the manu- 
facture of Gold Filled and Rolled 
Gold Plate Jewelry. 

Which brings us to you... who, 
in normal times, have always been 
our primary consideration. To co- 
operate fully with you... by making 
it possible to maintain uninterrupt- 
ed manufacture and retailing of 


popularly priced quality jewelry 
made from Gold Filled and Rolled 
Gold Plate, our Research Division 
set itself the task of developing suit- 
able substitutes, previously an- 
nounced in our advertising. And 
already there are lines of jewelry 
on the market manufactured from 
Gold Filled and Rolled Gold Plate 
made with silver alloys as the sup- 
porting base. 

We suggest that you back these 
new lines of Gold Filled and Rolled 
Gold Plate Jewelry — with the full 
realization that you, too, are coop- 
erating with our Government... 
and are also maintaining your rep- 
utation for featuring quality jewelry. 


Research Division of GOLD FILLED and ROLLED GOLD PLATE Mfrs. 


HEADQUARTERS, PROVIDENCE, RHODE ISLAND 
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Three Front Duty 
























* * * 


Today, the makers of Swank Jewelry recognize a three front obligation. 


First, to help the government produce war materials. Substantial space 
and considerable number of workers have been added for this purpose. 


Second, to continue business as usual, keeping people employed, keep- 
ing trade moving; to provide income and taxes to back the fight for 
Freedom. 


Third, to support the merchants who have helped to build a jewelry 
consciousness. This we will do by continuing our national advertising 
...and maintaining retailers’ stocks within the limits of materials made 
available to the jewelry industry. 


Swank has just completed the greatest volume year in its history...an 
indication of the importance of this demanded merchandise to the retail 
store. It is a traffic getter. It is depression proof. It is always active... 
always the dependable source of daily sales. 


Swank has its essential character. It is functional...doing an important 
double job. It lends the assurance and initiative that derive from a sense 
of good grooming. It elevates morale...for a man’s appearance is re- 
flected by his spirit. 


We see our Three Front Duty...and wish to leave this one thought 
with you...while men's jewelry can be made...Swank will make it! 
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The beggest SUCCESS STORY of he year’ 


LEATHERFLEX 


EXPANDING LEATHER BAND TO FIT EVERY WRIST 


SMARTER! 


Leathedien: is new novel, 


* TO INSURE IMMEDIATE DELIVERY... ORDER NOW! 
* SOLD THROUGH WHOLESALERS ONLY 


* CONSTRUCTION AND DESIGN PATENTS APPLIED FOR 


AMERICAN STRAP C0. INC. - 50 W. 17TH ST, NEW YORK, N.Y, 


MADISON STREET, CHICAGO, ILL. 720. W. STR S1.. L005 Bees. CALL, 
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CHIEF MARSHALS 
IN YOUR HIT PARADE 


MIGNON 
AND 
PHOENIX 
EXPANSION BRACELETS 
AND SETS 









WILL BE THE 
BEST SELLER IN 


|Y4) 
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NEW YORK 
CHICAGO 


LOS ANGELES 
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Why your Red Cross urgently needs 


FIFTY MILLION DOLLARS. NOW 


How the fund is allocated . . . 
W hat it does in service 


Every dollar that you give now to your Red Cross marches into the thick 
of things where humanitarian help is needed most—up to the fronts and 
battle stations where the fighting is heaviest. Into the “Red Cross hos- 
pitals and First Aid units where prompt medical attention and supplies 
may save innumerable lives. And throughout our broad land to train 
and equip volunteers to meet any emergency that may strike. 


How the $50,000,000 
War Fund is Used 


SERVICE TO THE ARMED FORCES ¢ ¢ © ¢ © ¢ © ¢ $25,000,000 


Provides for the care, welfare and morale of the Army and Navy, including services 
to men in hospitals and during convalescence. ® Provides an important link be- 
tween the service men and their families; keeps the families from breaking up, 
supplies food, shelter, medicine, and even jobs where necessary. © Provides essen- 
tial medical and other supplies outside of standard Government equipment. ® 
Operates Red Cross headquarters at camps and naval stations. ® Enrolls blood 
donors and medical technologists for Army and Navy needs. @ Provides millions of 
surgical dressings, sweaters, socks, etc., through volunteer workers. 


DISASTER AND CIVILIAN EMERGENCY RELIEF ¢ ¢ © $10,000,000 
Supplies emergency needs for food, clothing, shelter and medical attention for dis- 


aster victims. ® Assists stricken families in repair of homes and other adjustments; 
provides minimum reserves of essential relief supplies to prevent unnecessary delays. 


CIVILIAN DEFENSE SERVICES © * * © © © © © © © $ 5,000,000 


_ Trains volunteers for home nursing and nurses’ aides. © Trains nurses, men and 
women, for active duty with the Army and Navy. ® Trains volunteers in First Aid 
and accident prevention. ® Trains volunteers for work in Motor Corps, Canteen and 
Production. © Instructs men, women and children in preparedness against explosive 
and incendiary bombs. ® Organizes for evacuation of children and their families 
from stricken areas. ® Assists Red Cross Chapters in establishing effective coordina- 
tion of emergency relief with local and State defense authorities. 


SERVICE AND ASSISTANCE THROUGH CHAPTERS ¢ $ 4,000,000 


Gives assistance and service to the 3,740 Red Cross Chapters with their 6,131 Branches 
responsible for local Red Cross activities, particularly welfare work among the 
service men and their families. 


OTHER ACTIVITIES AND CONTINGENCIES * *© © © © $ 6,000,000 


Provides for unforeseen expansions in program and for new activities made necessary 
by unexpected developments. 


TOTAL ®* © © © eo e1e ee eo wee eo © © © © 850,000,006 


THE AMERICAN RED CROSS $50,000,000 WAR FUND 


Note to Red Cross Canvassers: Use this material to better 
inform contributors how their donations are being expended. 
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ESTENMADE TONE | 
* GOLD ON SILVER 


1/20 12K GOLD FILLED 
ON 800/1000 SILVER BASE 


This All-Precious, non-corrosive combination, 
evolved after extensive research and experimenta- 
tion, is particularly suited for Watch Bracelets be- 
cause of its strength and resistance to corrosion. 
Itis a welcome successor to the Gold Filled metals 
which are becoming unavailable because of Defense 


requirements. 


Your wholesaler wiil shortly show the 
Kestenmade Supreme line. It offers jewelers 
a continuing supply of watch bracelets 
which will enable them to keep their lines 
intact. 


The models illustrated will be supplied 
in Kestenmade Supreme 1/20 12K Gold 
Filled on 800/1000 silver base. 
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Biggest campaign in Gruen history 
stresses double-value found at 


Whole advertising program: A 
Gruen jewelers! 


co-ordinated with special 
new local sales promotions ! 






@ Only Gruen gives such streamlined 

style with precision accuracy! That’s 

the story the dramatic new series of 

national ads will carry — in insertions 

(many in color!) featuring Curvex, Veri- 

Thin, in fact, the whole Gruen line. And 

just look at the list of magazines: Life, 

Saturday Evening Post, American 

Weekly, New Yorker, Vogue, Made- 

moiselle, American Magazine, American 

Journal of Nursing, Engineering News 

Record, Medical Economics, Contrac- 

tors & Engineers’ Monthly, Journal 

of the American Medical Ass’n and R.N. 

A powerful barrage of Gruen time 

signals, spot announcements, and news- 

MOR E OF YOUR CUS TOM E A N D casts sells customers by ear as well. 

And co-ordinated with both maga- 

zines and radio is a big line-up of extra- 

PR 0S PE C TS TH A N ' VE R B E F 0 : Wi l L hard-hitting store-helps: displays, signs, 

gift folders, car cards, recorded radio 

shows, and newspaper mats. Special 

HEAR THE GRUEN STORY THIS|SPRING! — rests Perec Crete 

tiie and Easter. Tie in with the biggest 

Gruen campaign in history for the best 
season you've ever had! 


The Gruen Watch Company, Time Hill, Cincin- 
nati, Ohio, U.S.A. In Canada: Toronto, Ontario. 



















Powerful consumer-copy emphasizes exclu- 
sive style with accuracy! 















Magazines will carry over 94,992,915 
reader-impressions ...Your neighbor- 
hood’s share will be big enough to 
cover every fine-watch prospect! 


Contractors «n/ 
Engineers Mont 
- and Taxways 


erica 





*Registered Trade Mark 
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ANRJA-NACJ Plan Merger 


Committees from national retail jewelry associations agree 


on program to unite for good of all; urge prompt ratification by boards 


of both groups to present united front in today’s emergencies 


OR SOME time there has been a growing feeling 

throughout the industry that one strong united 
organization which would represent and speak for all 
jewelers in dealing with the many vital problems con- 
fronting the trade today is urgently needed, especially 
in the present emergency. 

Comments by individual jewelers in all sections of the 
land have unmistakably shown the sentiment, and early 
in January, a group of important jewelers of Southern 
California, meeting informally, unanimously adopted a 
resolution calling upon NACJ and ANRJA to get to- 


Right, the presidents of the 
two associations talk it over. 
Henry W. von Unruh, left, 
ANRJA president, and Ralph 
Roessler, NACJ chief. 








Left, hosts at the 
luncheon were P. M. 
Fahrendorf, left, pub- 
lisher of THE JEWELERS’ 
CIRCULAR-KEYSTONE, 
and George Engelhard, 
publisher of National 
Jeweler. 
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gether and work out a plan for unity within the industry. 

That feeling was brought to a focus on Jan. 16, when 
by invitation and as guests of Tue Jeweiers’ Circucar- 
Keystone and the National Jeweler, representatives of 
the National Association of Credit Jewelers, the Amer- 
ican National Retail Jewelers Association and several 
important manufacturers met for a luncheon conference 
at the Waldorf-Astoria Hotel in New York City to dis- 
cuss ways and means by which their previous differences 
could be buried and forgotten, and the two organizations 
merged into one strong all-inclusive body which would 
present a united front in behalf of all retail jewelers 
everywhere. 

Both groups promptly agreed to the desirability of 
such action—in fact, its necessity under present-day con- 
ditions—and the conference quickly resolved itself into 
a discussion of the method by which the desired end 
could be best accomplished with fairness to all. 

The plan finally agreed to and adopted was for each 
president to appoint a committee of four men from his 
board of directors or executive committee, both himself 
and the association secretary excluded, and that this 
conference of eight, with the publishers of the two na- 
tional jewelry papers acting as impartial chairmen and 
mediators, would try to work out the details of a new 
consolidated organization. 

The conference convened the following morning with 
Clarence Olsen, Paul E. Morrison and B. G. Rudolph 
representing NACJ, and Myron Everts, C. I. Josephson, 
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Present at the luncheon-conference at which representatives of ANRJA and NACJ agreed to unite the two associations 
were, left to right: Fred V. Cole, Editor, JEWELERS’ CirCULAR-KEYSTONE; Lowell Halligan, Director of Sales Research, 
Hamilton Watch Co.; C. |. Josephson, Jr., Moline, Ill., Regional Vice-President, ANRJA; H. R. Bromley, Vice-President, 
National Jeweler; J. L. Grant, Sales Manager, Swank, Inc.; W. Waters Schwab, President, J. R. Wood & Sons, Inc.; 
Myron Everts, Dallas, Tex., Past President, ANRJA; Benjamin S. Katz, President, Gruen Watch Co. (standing); Henry 
W. von Unruh, Cincinnati, President, ANRJA; P. M. Fahrendorf, President, JEWELERS’ CIRCULAR-KEYSTONE; George 
Engelhard, Publisher, National Jeweler; Ralph Roessler, Marion, Ind., President, NACJ; Clarence Olsen, Olsen & Ebann 
Jly. Co., Chicago, Ill., Director, NACJ; Harley H. Noyes, Sales Manager, Oneida, Ltd.; Harold C. Perry, New York, 
Sales Manager, Oneida, Ltd.; Arthur J. Sundlun, Washington, D. C., ANRJA; Howard D. Schaeffer, Vice-President, Elgin 
National Watch Co.; W. H. Fowlie, New York Sales Manager, Elgin National Watch Co., and Charles J. Michaels, 
Hartford, Conn., Regional Vice-President, ANRJA. 


Jr., Charles J. Michaels and Arthur J. Sundlun, as the 
delegates from ANRJA. As only three men from NACJ 
were available in New York, the ANRJA delegates 
agreed to reduce their representation also to only three 
voting members, and Mr. Sundlun accordingly acted only 
in the capacity of an observer without voting. 

The formula ultimately agreed upon for the manage- 
ment and organization of the new body was to place it 
under the direction of an Executive Committee consist- 
ing of the active officers and immediate past presidents 
of both associations, with President Ralph Roessler of 
NACJ as chairman of the Executive Committee, and 
President Henry W. von Unruh of ANRJA as president. 
This Executive Committee is to function as the govern- 
ing body of the new association until the 1942 conven- 
tion at which a general election by members will be held, 
all members in good standing of either of the old organi- 
zations becoming automatically members of the new 
association. 

The following resolution was unanimously adopted 
and signed by all six conferees: 

Whereas, the dislocation forced upon all forms of 
business by an all-out National Defense Program 
requires united action by each trade and industry 
to prevent avoidable discrimination, and 

Whereas, there exists a widespread feeling upon the 
part of jewelers in every state that the retail jew- 
elry trade should present a united front at Wash- 
ington, and 

Whereas, the distinction between so-called cash and 
credit jewelers formerly so manifest has largely 
disappeared, therefore, be it 

Resolved, by the undersigned committee appointed by 
the presidents of the organizations concerned at the 
suggestion of JeweLers’ Circutar-KrysTone and 
National Jeweler that a consolidation of ANRJA 
and NACJ be effected at the earliest practicable 
date, organization pending the 1942 convention to 
be as follows: 


(1) President Ralph Roessler of NACJ to be chair- 
man of the Executive Committee. 

(2) President Henry W. von Unruh of ANRJA to 
be president. 
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(3) The Executive Committee to be composed of 
representatives of the two organizations upon 
the basis of the number of current officers and 
immediate past presidents. 

(4) The name of the organization to be NA- 
TIONAL RETAIL JEWELERS’ ASSOCIA- 
TION. 

(Signed ) 


lor National Association of Credit Jewelers 
Paul E. Morrison 
Clarence Olsen 
B. G. Rudolph 


For American National Retail Jewelers Asso- 
ciation 
Myron Everts 
C. I. Josephson, Jr. 
Charles J. Michaels 
George Engelhard 
P. M. Fahrendorf 


Co-chairmen not voting 


The resolution has been submitted for ratification to 
the entire Executive Committee of ANRJA who will 
ballot upon it by mail. NACJ has called a meeting of 
its directors for Feb. 2 for discussion and final action. 

Assuming the adoption of the resolution by both bodies, 
the new Nationa, Rerai, Jeweers’ Association will 
begin functioning immediately and will hold its first con- 
vention in August with the one accompanying jewelry 
show which manufacturers have expressed their willing- 
ness to support. 

Even more important, the retail jewelers of the coun- 
try will have immediately a united body representing 
their interests in Washington and elsewhere and will be 
able to make their views heard and respected in a way 
that is impossible for smaller divergent groups. 

Judging from the comments of everyone attending the 
organization conference, and from the sentiments ex- 
pressed both verbally and in writing by jewelers from 
Coast to Coast in recent months, prompt and favorable 
action is expected. 
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UNITY NEEDED—RIGHT NOW! 


About a week ago as this was being written, leaders of the two national 
associations of retail jewelers, as set forth in the preceding pages, took a 
long step toward the unity that is so sorely needed in the industry today and 
that has been so conspicuously absent of late. 


It was a wise move—an action of statesmanship in place of petty politics 
—an action that reflects credit upon both groups for their breadth of vision, 
their sincerity, and their readiness to put aside previous factional differences 
for the good of the entire industry. 


By the time that you read this, the proposal to consolidate the two 
former organizations into one big strong united association representing all 
jewelers will have been voted upon by both boards of directors. Let us 
hope that they, too, will display the same brand of statemanship that was 
shown by their representatives, and ratify the arrangement. 


Let us hope, too, that the plain rank and file members of both will 
carry through in the same spirit of mutual tolerance, understanding and com- 
promise, for the benefit of everyone concerned, themselves included. 


Whether we call ourselves cash or credit, we're all jewelers, and the 
distinction between them has largely disappeared. Today practically every 
so-called “cash jeweler” is selling on “budget plans” or “divided payments” 
or whatever he chooses to call it, and must deal with the same problems as 
the outright credit jeweler. 


The recent proposal from Washington to require a 40 per cent down 
payment on the purchase of watches by the public brought just as strong 
and widespread a protest from the members of ANRJA as from those of 
NACJ. Taxes, restrictions on the use of metals, and discount selling are 
just as much a problem to one group as to the other. 


Only through strong concerted action by a united industry functioning 
through a strong united organization can such problems be dealt with. 


Today the need for a united front is greater than ever. Today we are at 
war, and all kinds of pressure are being brought to bear from every quarter to 
restrict every kind of civilian business that is not based upon the bare neces- 
sities of existence. 


Let’s face. the facts. The jewelry industry is on the spot. Already it 
has been singled out for special taxation—already drastic restrictions have 
been imposed upon its use of metals—already proposals have been advanced 
for regulations covering the installment selling of watches that are harsher 
than those in effect for any other commodity. That other and vital problems 
will be forced upon the industry is certain. 


If jewelers face those problems in a state of internal dissension and 
strife, disaster is inevitable. World events of the past two years have proved 
beyond dispute that a people divided among themselves cannot stand against 
adversity. It is equally true of an industry. The strength that comes from 
unity is the jewelry trade’s only chance of coping with the problems that lie 


before it. 


Editor 
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American eagle, painted on the background, and drum elevations are the spirited 
themes for this showing of silver, “Made in America” since Paul Revere. 


Displays for Amerie¢éa at War 


Gifts that mark life’s biggest 
oceasions take on special meaning 
now. These timely and sincere ITH shocking suddenness our lives have taken 
windows will guarantee attention a new turn. We are at war and with this fact 
every aspect of our lives is at once transformed. Not 
only do we see our boys “joining up,” not only do we 
feel the pinch of priorities and rationing, but our point 
by VIRGINIA DIXON of view has taken a new turn. Our thinking on every 
subject is keyed to patriotic effort. Every publicity 
medium available is being used to further the war ef- 
fort . . . to sell defense bonds . . . to enlist men... to 
dispense civilian defense information and so forth. 
And the jeweler’s publicity mediums—his windows 
and his advertising—have their part to play in this 
all-out effort . . . not only in promotions such as the 
sale of Defense Bonds, the Red Cross, the U.S.O. and 


so forth in which all business shares, but in a very 


A watch that can take it and still keep time heads 
the list of wanted gifts among service men—on 
land, on sea, and in the air. Silhouette drawings 
indicate these individual branches of the service. 








“Look your prettiest for that man in 
uniform" is the theme behind this 
dressing-table display of toilet ware 
and jewelry. Soldier's photograph is 
in a silver frame in the place of 
honor at rear of the "dressing table.” 





special way in which the jeweler alone can contribute 
to the maintenance of individual and personal morale. 

Because of the enduring quality of the merchandise 
which he offers, the jeweler has always been the source 
for those gifts and tokens with which we mark the most 
important occasions in life . . . birth, graduation, mar- 
riage, anniversaries and so on. At what time could the 
dispensing of such tokens be of greater importance? 
When will we be in greater need of these reminders 
of the beauty and affection which life can hold for us? 
When will such mementos take on greater meaning than 
when the donor is, perhaps, “‘at the front’? 

Ideas for displays, patriotic in theme and appealing 
in sentiment, are to be found on every hand. Their 


Washington's Birthday, 
celebrated on Feb. 23, 
has added significance 
this year. It can be the 
occasion for a special 
promotion of every sort 
of patriotic jewelry and 
gift suggestions for 
both Service men and 
the girls they left behind. 




















timeliness guarantees attention and the. sincerity of 
their approach assures their value. 

The first of the accompanying sketches dramatizes the 
“Made in America” idea. This mark when applied to 
silverware takes on particular meaning because “Made 
in America” silverware can be traced back to our earliest 
days— indeed to the hands of our earliest patriots. An 
eagle cut-out done in poster style dominates the back- 
ground of this display. Extending from his beak to 
either corner of the window is a paper ribbon on which 
is lettered in repetition ““Made in America.” Toy drums 
are used as elevations for the merchandise with the 
window copy lettered on the side of one drum. Back- 
(Please turn to page 64) 
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Press Association 


Marriages Hit Peak in I94I 


1.500.000 altar-bound couples reflect economies and emotions of war: 


Industrial cities show inereases as high as 51 per cent; 


Many grooms in uniform. so home-making waits war’s end 


HAT Young America has faith in its future and 

high hopes for the better world of tomorrow—for 
which it stands ready to make every sacrifice today— 
was proven in the most conclusive way, last year, by a 
million and a half couples who joined hands in matri- 
mony. 

The parade to the altar was the greatest in the his- 
tory of this country, according to data gathered from 
the 50 largest metropolitan areas, in a study of the mar- 
riage situation, conducted almost exclusively by this 
publication for a number of years. 

It is estimated that there were nearly 1,547,500 mar- 
riages in 1941, an increase over 1940 of 14.6 per cent. 

The year 1940 itself had been the banner year of all 
time in the number of weddings, but it had approximately 
200,000 fewer ceremonies than last year. 

This great increase, as predicted in these columns, last 
year, follows the marriage pattern established during 
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the first World War, not only of this country but of 
almost all involved in the conflict. 

Jewelry sales are very closely related to the marriage 
rate, since it is estimated that at least 25 per cent of 
the jeweler’s trade comes directly from that source. 


JEWELERS’ WEDDING SALES, $131,000,000 


On that basis it can be assumed that one-quarter of 
the jewelry sales of 1941 (estimated at 52614 million 
dollars by the Census Bureau) or about $131,625,000, 
came from the million and a half brides and their rela- 
tives and friends. 

This estimate may be somewhat high for it is a cer- 
tainty that jewelers lost many a dollar that would have 
come into their tills if all the marriages performed last 
year had been of their usual character, that is to say, 
if the customary ratio had been church weddings with 
their attendant social niceties. 
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Many a bride, last year, was a war bride, and so will 
be a still larger percentage of 1942’s brides. 

The great increase in 1941 over the big marriage year 
of 1940 is clearly due to but two factors: Increased in- 
dustrial activity and the likelihood and subsequent dec- 
laration of war by the United States. 

Just which factor was of greater importance is a moot 
quesiton. Marriage license clerks queried on this point 
by Tue Jewever’s Circutar-Keystone were reluctant 
to venture an opinion. As was to be expected, those in 
areas of defense manufacture gave the nod to greater 
activity, while those near Army and Navy concentrations 
advanced the other reason. 

Marriage license issuance, however, clearly reflects 
the big news events of the past two years. 

In the three-month period, prior to and including reg- 
istration day, Oct. 14, 1940, under the Selective Service 
Act, there were 34.4 per cent of that year’s marriages, 
as compared to 28.7 per cent registered during August, 
September and October of the previous year. 


ANNIVERSARIES WILL DATE FROM PEARL HARBOR 


A similar rush to the license bureaus was repeated in 
December, 1941, the month of Pearl Harbor and Amer- 
ica’s entry into the war. Here there was clearly no 
thought of draft avoidance through the ordinance of 
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DISTRIBUTION OF MARRIAGES BY MONTHS 





matrimony. It was the plighting of troths for the “du- 
ration” —of life. 

Many a military marriage was performed in the brief 
furloughs that some of the more fortunate of the boys 
in khaki enjoyed during the Christmas holidays. There 
undoubtedly would have been many more weddings in 
that period except for the alert following the Pearl 
Harbor attack that cancelled many a furlough. 


DECEMBER WAS BANNER MONTH 


Even so, the month of December accounted for 10.3 


per cent of the year’s license issuance. It had more 
marriages than May or August which have usually been 


next to June in popularity as marriage, months. 
(Please turn to page >1) 
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MARRIAGE LICENSES ISSUED DURING 1941 IN 50 LARGEST U. S. CITIES 





% Change 

from 

JAN. FEB. MAR. APRIL MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 1941 1940 1940 
NEW YORE::....05. 4,953 4,733 6,165 6,564 8,866 8,725 5,860 8.186 7,580 7,237 6,151 9,993 85,013 89,310 + 5.9 
2) 0): ) Se 2,581 2,422 2,205 4,245 5,015 5,849 3,793 5,166 4,525 4,326 4,075 4,115 48,317 44,126 + 9.5 
PHILADELPHIA..... 765 715 970 1,244 1,773 1,941 1,140 1,749 1,692 1,365 1,315 1,529 16,189 14,941 + 8.4 
> «9 |) ee 1,462 1,270 1,364 1,738 2,382 2,268 1,689 2,103 1,854 1,961 1,665 2,001 21,757 19,373 +12.3 
*LOS ANGELES...... 1,273 1,403 1,313 1,568 1,858 2,788 1,875 2,343 1,767 1,680 1,698 2,137 21,703 18,298 +19.2 
*CLEVELAND........ 739 736 592 919 1,240 1,693 1,143 1,623 927 1,059 1,025 1,031 12,637 12,226 + 3.4 
BALTIMORE........ 926 936 898 1,192 1,336 1,894 1,311 1,562 1.363 1,327 1,375 1,911 16,031 10,933 +46.6 
ao) Se 882 1,027 955 1,348 1,768 2,068 1,515 1,991 1,691 1,707 1,760 2,270 18,892 13,767 +36.6 
Bee a eas 643 613 840 91 1,395 1,24 1,062 1,234 1,147 1,474 223 814 11,607 9,808 +18.3 
*PITTSBURGH....... 655 631 530 1,015 1,380 £1,604 1,107 1,438 1,117 1,044 1,075 1,022 12,618 11,837 + 6.6 
WASHINGTON...... 631 655 664 80 883 1,146 841 1,008 887 952 827 1,253 10,554 7,727 +36 .6 
SAN FRANCISCO 336 385 270 399 381 570 497 399 531 406 451 545 5,170 4,770 + 8.4 
MILWAUKEE....... 232 335 244 463 958 1,041 649 731 641 607 664 398 6,963 5,920 +17.6 
J.) 3A 395 352 323 666 828 926 553 734 585 530 596 500 6,988 5,837 +19.7 
NEW ORLEANS..... 300 316 260 348 350 561 429 363 432 428 360 487 4,634 3,905 +18.6 
*MINNEAPOLIS...... 319 284 347 527 771 812 537 696 600 626 521 642 6,682 5,616 +19.0 
*CINCINNATI........ 441 529 530 639 759 874 715 829 323 426 503 413 7,011 4,655 +50.6 
3 f° ae 338 352 296 512 495 773 387 531 594 523 469 599 5,869 5,389 + 8.9 
KANSAS CITY....... 300 288 291 377 499 511 391 459 435 448 437 629 5,065 4,530 +11.8 
*INDIANAPOLIS..... 334 343 361 438 600 698 511 655 519 522 561 701 6,243 4,638 +34.6 
THROU EUIN. osc ccccews 462 539 517 588 655 746 628 660 578 659 718 1,018 7,768 7,048 +10.2 
. 7 'yy* ee 373 487 475 578 725 876 662 828 775 704 714 965 8,162 6,212 +31.4 
ROCHESTER........ 168 177 219 320 430 472 290 440 323 343 374 320 3,876 3,204 +20.9 
rea hts o3, 40% 168 177 182 227 298 368 298 368 279 287 260 409 3,321 2,571 +29.2 
*LOUISVILLE........ 126 235 228 320 402 529 398 427 391 411 433 564 4,464 6,438 —30.7 
*COLUMBUS......... 257 263 285 337 366 511 427 449 190 289 290 388 4,052 3,329 +21.7 
ed 3. 32731, 128 141 136 221 298 401 268 317 280 273 286 306 3,055 2,355 +29.7 
2 2 Ye 239 276 332 350 424 511 344 370 328 322 325 502 4,323 3,686 +17.3 
MOAMEAINE), 5. o'cc cee 224 236 228 302 374 447 336 364 364 297 323 510 4,005 3,610 +10.9 
JERSEY CITY....... 201 270 143 345 360 494 282 388 399 364 378 363 3,987 3,610 +10.4 
A a er 347 368 372 414 450 513 447 454 445 471 429 637 5,347 4,960 + 7.8 
4) yi) 218 221 191 259 209 363 70 81 82 90 67 109 1,960 2,617 —25.1 
ty TM? OS Saree 152 137 134 275 412 422 308 329 356 327 273 302 3,427 2,567 +33.5 
i! | Se 516 470 566 635 863 902 787 927 377 481 461 579 7,564 6,490 +16.5 
*BIRMINGHAM...... 421 510 480 520 580 788 634 677 573 601 542 898 7,224 6,476 +11.6 
*SAN ANTONIO...... 364 432 380 424 578 529 501 479 480 586 497 984 6,234 4,711 +32.3 
PROVIDENCE....... 142 134 189 311 299 472 249 384 355 308 323 275 3,441 2,701 +27.4 
. = aro 265 250 267 341 433 565 417 504 265 332 331 440 4,410 3,755 +17.4 
me, | are 115 168 108 176 250 320 212 308 256 273 262 323 2,771 2,155 +28.6 
<) t 0) 254 302 282 327 390 510 399 448 208 253 299 369 4,032 -¥ +42.1 
Se meeOUMM......5.-- 121 125 89 225 246 294 166 242 174 173 180 180 2,215 1,888 +17.3 
KLAHOMA CITY... 208 196 174 195 245 233 317 292 209 288 293 412 3,062 2,618 +17.0 
*SAN DIEGO......... 129 145 111 170 216 281 209 297 256 215 194 354 2,577 1,755 +46.8 
WORCESTER..... 131 139 145 280 367 368 217 339 289 394 89 198 2,956 2,437 +21.3 
R OND 171 181 177 237 252 332 247 335 233 253 256 339 3,013 3,069 — 1.8 
*FORT WORTH...... 212 227 251 218 262 299 258 282 240 285 276 453 3,263 2,692 +21.2 
*JACKSONVILLE..... 218 219 219 243 303 329 263 278 256 266 232 375 3,201 2,525 +26.8 
294 303 388 368 286 358 240 225 194 209 224 377 3,466 3,244 + 6.8 
*YOUNGSTOWN...... 160 166 137 206 312 345 283 335 153 221 176 171 2,665 2,270 +17.4 
NASHVILLE......... 133 98 154 150 215 276 90 136 141 120 140 193 1,846 1,622 +13.9 
Fito 7 |) re 25,422 25,917 26,977 35,490 45,037 51.749 36,252 45,673 38,569 38,743 35,396 46,315 451,540 394,059 +14.6 


*City license figures, massed with those for entire county, in which located. 
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In words, as fashions, the same rule will hold, 
Alike fantastic if too new or old: 

Be not the first by whom the new are tried, 
Nor yet the last to lay the old aside. 


F everybody had shaped his life and thoughts to 

conform with Alexander Pope’s conservative philos- 
ophy, there’d have been precious little advancement of 
any kind during the 200 years that separate his day 
and ours. 

Certainly there never would have such a startling 
innovation in store design as the new jewelry shop of 
Francisco Rebajes, which picks up where New York’s 
recent World of Tomorrow Exposition left off. 





Jewelry Store of Tomorrow? 


The inviting, open lobby of the Rebajes store 
at 377 Fifth Ave., New York, is exactly as 
wide and high as the interior, from which 
it is separated by transparent glass. Thus, 
lobby and interior are apparently one unit. 


glass and plastic counters 
are suspended from the ceiling 

to keynote many innovations 
im this Fifth Avenue sensation 





The pictures on these pages give some idea of the 
sensational features of the new Rebajes establishment, 
which since its opening several weeks ago has had great 
interest for Fifth Avenue crowds. For here is something 
by which the new is tried! 

First novelty to strike the eye is the lobby itself, as 
wide and tall as the interior of the store, which can be 
seen from the sidewalk because the rear wall of the lobby 
consists entirely of transparent glass panels. The left 
wall of the lobby is pickled oak, the facing right wall 
a mirror from floor to ceiling. 

Obviously, such originality in design has “crowd-stop- 
ping” as its function No. 1. Once they’re stopped, the 
next step in the store’s merchandising program depends 
on four cleverly planned display fixtures—two of them 
drum-shaped of glass and bronze, supported by single 
posts of bronze, another rectangular and the fourth 
waist-high and curving towards the Herculite glass door- 
way. The two latter cases have recessed marble bulk- 
heads. 

This innermost display case bends from the center 
of the lobby in a gentle curve leading to the transparent 
glass door, so that, once a sidewalk shopper gets inter- 
ested in the contents of the cases, he inevitably finds 


No conventional show windows—instead attention- 
getting glass and bronze drum-shaped cases and 
a table-height, curving display unit that leads to 
the Herculite glass door. Note mirror wall at 
right that continues from lobby inside the store. 






















The revolutionary-principled "S"-shaped counter is hung from the ceiling by thin steel rods and is lighted by a 
fluorescent fixture suspended in the same curve. Drawers are concealed in the rear of the white formica showcase. 


himself within a moment or two at the threshold of the 
shop’s interior. Because the glass front reduces to the 
vanishing point the usual barrier that separates a store’s 
lobby from the interior, a large proportion of the people 
who find themselves close to the glass partition go inside. 

An “S’-shaped, mirror-topped showcase, suspended 
from the ceiling by thin steel rods instead of resting on 
the floor in the conventional manner, is the chief inter- 
est inside the selling part of the Rebajes establishment. 
Copper and silver jewelry, in which the shop special- 
izes, is displayed on the mirror top as well as on another 
serpentine shelf of glass hung on the same cables about 
18 inches above the top of the showcase. The sides and 
back of this case are white formica. 

A smaller display unit with straight sides and one 
rounded end is hung from the ceiling to cut across the 
front open part of the “S” case. Salespeople are sta- 
tioned behind these two display fixtures. The wall be- 
hind these displays is entirely of mirrors and extends 
through the lobby, all the way out to the street. 

The opposite wall is light oak, like the balance of 
the woodwork, and contains a long, recessed open display 
of copper and silver trays, and platters. A table-height 
counter extends along the same side. 

Few jewelry stores provide their women customers 


Open display for hollowware is provided by one 
long, continuous display recessed into the pickled 
oak wall and a waist-high counter, surfaced in 
blue linoleum. The door at the rear is blue 
leather and opens in the manner of an accordion. 


with the means to see how that broach, clip or pair of 
earrings will look in service. The Rebajes shop caters 
to this feminine need with three glass dressing-table 
fixtures, each with a large mirror built into the wall and 
a calfskin-covered hassock. 

There are several more of these black and white furry 
seats about the place, and the same hide covers a built-in 

(Please turn to page 69) 
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Your newspaper is always ready to listen to 
any information that will interest its readers. 


Be Your Own 


PUBLICITY 
AGENT 


by JAMES F. PORTER 


Columnist for the Kansas City "Kansan" 


OU can’t buy news space in a newspaper. But you 

can get it absolutely free. There’s just one re- 
quirement the newspaper demands. News. And you and 
every other jeweler frequently have at least one and 
possibly several stories about you and your firm that would 
constitute legitimate news in almost any paper in the 
country. : 

I’m a newspaper reporter. I’ve given away thousands 
of dollars worth of free advertising to local jewelers. 
But I’ve always demanded that I get news of interest 
whenever I mention the name of a local jewelry mer- 
chant. Hundreds of other columnists, as well as re- 
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Underwood & Underwood 
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Here are some of the thousands of news stories 
which each year win valuable publicity for jewelers. 
An "educational" window display about historic 
watches, diamond cutting or silversmithing usually 
rates as news. So would a jewelry style forecast. 


porters, give jewelry stores worth-while publicity every 
day. 

We don’t hold with Barnum when he said, “I don’t 
care what you write about me, just so long as you write 
something.” There is bad publicity—as well as good 
publicity. But there is a definite advertising value for 
any jeweler when a news story in a favorable light is 
printed about him or his business. 

We of the “fourth estate’ aren’t going to give news 
space to your values of the day. The men in the adver- 
tising department will gladly do that—for a fee. But 
we are more than glad to listen to any story you have 


THE JEWELERS’ CIRCULAR-KEYSTONE 





that will interest our readers. And it’s surprising how 
many newsworthy tales a jeweler has. 

Keeping your name before the public is good adver- 
tising in any business. When a particularly striking 
story that has great human interest appeal is read, and 
a business man’s name is mentioned in the story, the 
public will remember that name and story for years. 
Then, too, often a friend of years ago will spy that 
story in the paper and once again become a customer of 
that man he had almost forgotten. 

To be more specific, let me illustrate some of the stories 
I have gathered from jewelry merchants in Kansas City, 
Kansas, a city of 130,000 population, where I have a 
daily column concerning local people and happenings on 
The Kansas City Kansan. 

Nearly every jeweler has a human interest yarn every 
month concerning engagement rings. Love’s an old, old 
story—but it nearly always makes page one. And often 
there’s a good story behind the sale of a diamond ring. 

It was nearly four years ago when a farmer nearly 
80 years old came into the city and sold his faithful 
horse, “Nellie,” and with the money bought a diamond 
ring for his 50-year-old bride-to-be—strangely enough 
also named Nellie. Certainly, that was the basis for a 
human interest yarn. And the jeweler whom we men- 


nsored 
phe ‘Buddy 
gem. ‘on S08P 


i) pilot it 


TTP 





tioned in the story as selling the ring says he still hears 
comments about it. 

Another jeweler supplied us with almost a column 
of material concerning the period when he was in busi- 
ness in Washington, D. C. He had sold watches to 
various presidents of the United States, so we headed 
the story: “He kept presidents on time.’ Then we went 
on to tell of his conversations and experiences with 
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residents of the White House. He is now about 80 
years old and his father started the jewelry business in 
Washington, D. C., and first obtained the White House 
contacts. 

Ripley isn’t the only newsman interested.in “Believe- 
It-Or-Not” items. We all are. And if you have one, 
run, don’t walk, to your nearest newspaper. They'll 
be glad to give you a feature on it. 

From several jewelry merchants we have gathered ac- 
counts of clocks and watches that kept perfect time for 
many years without varying a minute. Then there are 
stories of watches that have fallen hundreds of feet— 
and still ticked away with rhythmic precision. All worth 
stories in the paper. 

A reporter doesn’t have to put your name in the 
paper when you tell him a story. However, if you go 
out of your way to help him out with a story that will 
help his reputation as a newspaper man, he undoubtedly 
will thank you with this phrase, “according to John 
Smith, jeweler at Tenth and Main.” And that, you'll 
agree, is advertising for you from only a minimum 
amount of time and effort in revealing a story you al- 
ready know. 

Some of your customers have good feature stories for 
a newspaper. The next time you see them, suggest it 
would be a good story for the local paper if they didn’t 
object, telling them you know a reporter. Chances are 
they would be tickled to death for the publicity. And 
if it is something they would rather not have see the 
light of print, there is no harm done. If they consent, 
the reporter to whom you gave the story probably will 
credit you with an “according to .’ If he doesn't, 
the reporter will at least make a mental notation to see 


that you are repaid in some way later on. 
Some of the best window displays in any town are 
in jewelers’ stores. The next time you have an outstand- 
(Please turn to page 68) 
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If the Sirens Shriek— 


AVE you planned the precautions you'll take for 
the protection of your stock in the event of an 
air raid? 

Granting that such a raid is rather unlikely except 
perhaps in cities along the Pacific and Atlantic sea- 
boards, it is at least a possibility that should be guarded 
against like the possibilities of fire or burglary. After 
the air raid sirens sound it will be too late to begin 
considering what you’re going to do—the time to do 
your thinking, planning and rehearsing of precautionary 
measures is now. 

The steps that have been taken by at least one large 
New York jewelry store—Black, Starr & Gorham—to 
protect its valuables and its personnel in such a con- 
tingency are an excellent example of the prudent fore- 
sight that other jewelers could well follow. After all, 
it’s just as vital to John Smith to safeguard his ten thou- 
sand dollar inventory as it is to the big store on Fifth 
Avenue to save its millions of dollars. Because of the 
large size of the Black, Starr & Gorham establishment, 
its plans are perhaps somewhat more elaborate than is 
necessary in stores of average size, but the general prin- 
ciples are equally applicable to all, and can be studied 
to advantage by every jeweler within striking distance 
of either coast. 

Basically, the problem is the same in every store—to 
get valuable merchandise safely put away, and the store 
cleared of people, all within the few minutes that will 
be available between the first alarm and the possible 
attack. It isn’t too difficult, but it takes a little planning 
and some practice. 

Edward F. Krehbiel, general manager of Black, Starr 
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& Gorham, worked it out first by drawing up a com- 
plete list of all the things to be done—then assigning 
each task to some specific member of the staff, so that 
there would be no aimless scurrying about with two or 
three people trying to do some things while others of 
equal importance were neglected—and finally, several 
complete rehearsals to insure smooth working of the 
plan in actual operation. 

For example, two men are delegated to take the mer- 
chandise from the windows. Each time a new display 
is installed, they are required to familiarize themselves 
with it, particularly the exact location of the most valu- 
able items so that these will be removed first, in the 
event that there should not be sufficient time to strip 
the windows of all goods. 

Similarly, others are assigned to certain showcases 
which it is their duty to empty and take the trays to the 
safes. The cashier’s job is to put the cash drawer, 
ledgers, and records in the safe, and the men in the 
watch and jewelry repair departments are responsible for 
similarly putting away goods and records in their care. 

Incidentally, the bulk of the cash is now held -in the 
safe throughout the day, with only the necessary work- 
ing minimum in the cashier’s drawer. 

Various other duties are assigned to other employees, 
such as ushering customers from the store, attending to 
the closing and locking of doors, turning off lights, and 
so on. Even such details have been provided for as 
designating one of the women clerks to see that no one 
is left in the ladies’ room. 

The store, being on a corner, has three street en- 

(Please turn to page 71) 
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ERE’S a forecast of some of the most likely 

styles in earrings during the Spring and Sum- 
mer. The trend continues towards curving the ear- 
ring along the natural lines of the ear-lobe. Such 
contours have been “high style” in fashion centers 
for several seasons past, and now are reaching the 
full swing of popularity. 

These designs, by Sol Kaufman, of Kaye Jordan 
Co., jewelry style coordinators of New York and 
Providence, show some of the interesting variations 
in these ear ornaments. As in other modern jewelry, 
precious metal is curved, flared, domed or “tied” and 
through this flowing and bending captures the feel- 
ing of motion and activity. 

Diamond melee, used sparingly, gives added 
punch to five of these designs, and two of them call 
for small graduated pearls, in addition. The design 
at the lower left shows how the popular bowknot 
treatment can be used in an earring, as effectively 
as for the brooches that were shown on this page 
last month. The calla lily at the immediate left 
shows the floral style applied to lobe-contour ear- 
rings. 
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IT THEM ALL 


Simplify your stock ....with Hadley 














’ Exclusive Hadley End Hook can 
be easily adjusted to any lug size 
from %”" to 4”. 


a 






Hadley Expansion 
Bands — thinnest on 
the market, soft as 
silk on the wrist. 
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Tuis year more than ever before 
the patented Adjustable End Hook on 
Hadley Men’s Bands, both ratchet cen- 
ter and expansion, will be welcomed by 
jewelers. It can be easily adjusted to any 
lug size from 14” to 34”. One end size 
to stock instead of several. 

Rugged, masculine designs with the 
famous Hadley Sliding-Folding Ratchet 
Center ... the thinnest Expansion 


Bands for velvety, resilient comfort... 


the new Hadley line has a fine variety 


of each. 
The 1942 line of Hadley Ladies’ and 


Men’s Watch Attachments is now in 


the hands of Authorized Distributors. 
Prompt action on your part will enable 
us to plan more accurately the fair dis- 
tribution we are pledged to maintain. 
The Hadley Company, Providence . . . 
New York... Chicago... Los Angeles. 






WATCH ATTACHMENTS 
AND MEN’S JEWELRY 
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fly. 1. Speed governor for the striking 
train of a clock. 2. A fan for 
checking the momentum of escape 
wheel in Dennison gravity escape- 
ment for tower clocks and regu- 
lators. 


fly-back. Descriptive term, or mech- 
anism, concerning chronograph 
watches in which a sweep-second 
hand, after being stopped to time 
an event, is returned to zero by 
pressing a button. Modern chron- 
ographs were first called “start- 
stop-and-fly-back” watches, to dis- 
tinguish them from the earlier 
timers that were started and 
stopped by moving a lever, but that 
had no fly-back provision. 


fob. A short chain, ribbon or other 
similar thing, fas- 
tened to a watch to 
aid in withdrawing 
it from a pocket in 
clothing. 


fob loop. An item of 
jewelry findings, for 
assembling strap or 
ribbon watch fobs. 
See FINDINGS. 


fob ring. An item of 
jewelry findings, for 
assembling ribbon 
watch fobs. See FINDINGS. 


foil. 1. A Gothic term for the inter- 
secting point at the junctions of 
circular areas, as in trefoil, quat- 
refoil, and cinquefoil. 2. A leaf 
of very thin metal. 3. A thin leaf 
of silvered and tinted copper em- 
ployed by jewelers to give color or 
brilliancy to pastes and inferior 
stones. 4. A thin coat of tin, 
amalgamated with quicksilver, ap- 
plied to glass, to cause reflection. 


foil backed. Gems which have had 
their backs covered to - increase 
their brilliance, in the case of 
colorless gems such as Baroda 
gems (glass), or to improve their 
color as is very commonly done in 
older settings of pinked topaz, pale 
amethyst, etc. 


folder. A bench machine for turning 
up a hem on the edge of a piece of 
sheet metal, to form a tubular re- 
ceptacle as for the hinge of a joint, 
etc. 


folding clocks. See TRAVELING CLOCKS. 





foliation. In ornamental engraving 
on jewelry, silverware, etc., tracery 
cut in the forms of leaves, vines, 
ete. 
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foliot. A straight bar of metal, set 
horizontally on balance staff of 
earlier verge escapement  time- 
pieces, bisected by the staff, and 
serving as the balance in these 
clocks and watches. See VERGE 
ESCAPEMENT. 


follower. 1. A term sometimes used 
for the gear wheel that is turned 
by another wheel or pinion. 2. In 
a verge escapement watch, the 
brass plug that holds the bearing 
for the outer pivot of the escape 
wheel pinion. 


food pusher. Silver table appointment, 
shaped something like a miniature 
hoe, used by a child to push food 
onto a spoon. 


fool’s gold. Popular name of iron 
pyrite; it is often mistaken for 
gold, but is hard and brittle, where 
gold is soft and malleable. 


foot. 1. A projection from a part of a 
watch or clock, to provide fasten- 
ing to some other part; as a dial 
foot, which is usually a short piece 
of copper wire that passes through 
a hole in the lower plate of a 
watch, and is fastened to the plate 
by a screw or a pin. 2. The potance, 
or lower balance cock, under the 
upper plate of full-plate watch. 
See FULL PLATE. 


foot blower. A bellows for generating 
air pressure for gas blast to heat 
jewelers’ melting furnaces, muffle 
furnaces for hardening steel, or 
for air for sand-blast apparatus. 


foot control. An electrical rheostat 
operated by foot, for varying the 
speeds of a watchmakers’ lathe 
motor. 


foot-jewel. The lower hole, or cap, 
jewel in a watch or carriage clock. 


forcible correction. Device for auto- 
matically setting clock hands to 
time at fixed intervals, as used in 
Western Union time-service clocks, 
which are corrected hourly by an 
electro-magnetic impulse sent from 
a central station, which operates 
an armature and a cam on the min- 
ute hand arbor of the clock. 


formation striation. The curving bands 
often seen in the synthetic corun- 
dum gems have been called this. 


forging. Shaping metal by heating it 
and hammering it into form, with 
hand hammers or in a die-press. 


fork. 1. Horology. In a lever escape- 
ment, the acting end of the lever-arm 








that is a part of the 
pallet, and through 
which power is ap- 
plied to the roller 
jewel at each impulse 
to the balance. The 
fork comprises the 
slot or notch, the 
horns, and the guard 
point or guard pin. 
2. Silversmithing. A 
tined instrument used at the table 
for manipulating food, introduced 
into England, from Italy, early in 
the 17th century. Crude servicing 
forks had been used several cen- 
turies earlier in England. 


fork-action angle. In lever escape- 
ment, the angular amount of mo- 
tion of lever and fork, between the 
bankings. 

fork-and-roller action. In a lever es- 
capement, the mechanism, and its 
action, pertaining to the applica- 
tion of power to the balance, com- 
prising the fork and its horns, the 
guard pin or point, the bankings, 
the impulse roller and roller jewel 
and safety roller in double roller 
escapements, or the roller and 
roller jewel in single roller escape- 
ment. 

fork horns. Wing-shaped projections 


GUARD- 
stot POINT 


1, Fork 


on both sides of the fork slot in a . 


lever escapement. The front edges 
of the horns provide safety-action 
to retain the fork on the proper 
side of the escapement, during the 
passage of the roller jewel through 
fork action, when the normal safe- 
ty action by the guard point and 
roller edge is absent. If the lever 
is jarred away from the banking 
at this time, safety is effected by 
contact of the edge of horn with 
front of roller jewel, which pre- 
vents passing of the fork over to 
the wrong side of the escapement. 
See FORK. 

fork slot. The notch in fork of lever 
escapement, in which the roller 
jewel acts alternately to unlock the 
escapement and to receive power 
for impulse to the balance. See 
FORK. 

fork-slot gage. A set of plug gages 
numbered for match- 
ing roller jewels to 
fork slots. 





former roll. A tool, 
sometimes fastened 
on a bench, with 
three steel rollers for shaping sheet 
metal into curved forms. 


Fork Slot Gage 
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RONSON ACCESSORIES 


NOW MORE IMPORTANT 
THAN EVER BEFORE! 









Add 50# to every RONSON 
sale you make by including a 


RONSON 
SERVICER 
Contains everything needed 
to keep a lighter in fine work- 
ing condition for a long period 
of time. 










q. THEY SATISFY 


Inferior accessories can cause 
serious damage to lighters. 
Genuine RONSON "Flints”, 
RONSONOL, and RONSON 


Wala col acmerolelo banal Miaritigelsaom 









TODAY, EVERYONE RESPONDS 


THEY STEP UP 
e TRAFFIC 





cS TOA PATRIOTIC MOTIVE 


With our Nation at war, we are proud 
to be making products that mean so 
much to the Armed Forces and to the 
protection of military, industrial and 
residential property. 

Here’s merchandise that will march 
right off your shelves on the double 
quick. Feature particularly the stir- 
ring 1942 parade of RONSON Lighters 
with Service Emblems. 


Your town is full of folks who are 
sending gifts to the boys they know 


in the Army, Navy and Marines. What 
more useful, indispensable gift can 
they choose than a RONSON Emblem 
Lighter! For Civilian use, too—these 
Emblem RONSONS are in the spirit 
of the times. 


Yes sir, with or without an em- 
blem, as a gift or for self use, for every 
personal need and for every room, 
RONSON is a fast and profitable sell- 
out for any merchant who puts his 
windows and counters to good use. 















More and more of the millions 
of lighter owners are forming 
the RONSON Accessory habit. , 
Keep them coming back to 
your store. A small sale of 
RONSON '"'Flints’’, Wicks, or 
Fuel may lead to a large sale 
of other merchandise in your 


store. 
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A JEWELERS’ DICTIONARY 
(from page 54) 


forming cutter. A lathe turning tool 
with cutting edge formed like the 
complete profile of the work to be 
produced; an example is a graver 
with rounded point to shape the 
curved profile of the base of a 
“conical” pivot. 


forming mallet. A mallet with its 
head shaped for indenting sheet 
metal; sometimes used in oper- 
ations on work for which there is 
not a suitable sink in the dapping 
block. See DAPPING. 


form-watches. Watches in cases rep- 
resenting such things as a skull, 
cross, book, flowers, animals, in- 
sects, etc., fashionable in . Europe 
during the 17th century. 


forsterite. The magnesia end-member 
of the magnesium iron silicate 
group of rock-making minerals 
called chrysolite, olivine or peridot. 
Red Sea peridots are much nearer 
to forsterite than they are to the 
pure iron member of the series, 
fayalite; fayalite and forsterite 
seem to mix in any proportions to 
make the minerals of the olivine 
group. 

fortification agate. Agate cut to show 
zigzag angular lines, resembling 
the fortification outlines of an old 
map. 

See BEEKITE. 

fossil resin. AMBER. 


fossil turquoise. See ODONTOLITE. 


Foucault pendulum. A heavy weight 
suspended on a very long wire, 
which vibrates in the plane of os- 
cillation in which it is started, so 
that the latter demonstrates the 
rotation of the earth by tracing its 
path angularly at the rate of 15 
degrees per sidereal hour. Foucault 
pendulums are used as a feature in 
some scientific institutions, sus- 
pended inside an_ architectural 
dome, as at the National Academy 
of Science in Washington, D. C. 

fountain oiler. A device for applying 
oil to watch parts, comprising an 
oil reservoir which forms the han- 
dle, on one end of which is a fine 
tube like a hypodermic needle, 
through which oil flows to the 
work. 

four hundred day clock. 
clock with torsion 
pendulum, driven by 
mainspring or elec- 
tro magnet and dry 
battery, and running 
for a year or more 
without rewinding 
or replacing battery. 
The torsion (“twist- 
ing”) pendulum is a 
horizontally rotating 
weight suspended on 
a thin steel ribbon; the period of 

oscillation is very long in time, so 

that the great intervals between 


fossil coral. 


A mantel 





400-Day Clock 
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escapement impulses uses the 
power very slowly, which is the 
principle that produces the year- 
long running of the clock. 
four-legged gravity escapement. A 
variety of the Dennison gravity es- 
capement used mostly in tower 
clocks. See GRAVITY ESCAPEMENT. 


four-point diamond. A piece of rough 
diamond on which the table is to be 
cut parallel to the face of the cube. 
See THREE POINT and TWO POINT. 
2. A diamond weighing four points, 
or four one-hundredths of a carat. 

fourth wheel. The wheel in most 
watches that drives the escape- 
wheel pinion; its pinion has a long 
pivot that passes through the watch 
dial and carries the second hand. 
It makes one turn per minute. 

foxtail chain. Chain used for string- 
ing necklace beads and other pur- 
poses in jewelry work, braided of 
fine wire, the chain itself of small 
diameter. 


fowlerite. A variety of rhodonite 
found in New Jersey, containing 
zinc, and sometimes cut as a local 
gem. 

fractional pinning. In position adjust- 
ment of a watch, pinning a hair- 
spring so that there is not an even 
number of coils between the pin- 
nings at the collet and at the stud. 

fracture. The manner of breaking, 
when speaking of minerals. Frac- 
tures may be splintery, as in satin 
spar, or conchoidal, as in quartz. 
or uneven, as in beryl. 

fraise, Ingold. A device for correcting 
the profiles and finish of gear 
wheel teeth, used in repair work, 
and in manufacturing high-grade 
watches in Switzerland; named for 
the inventor, Pierre F. Ingold. 


frame. 1. In a watch or clock, the 
structure of plates, bridges and 
cocks that contains the pivot bear- 
ings for the acting parts of the 
timepiece. 2. A stand to hold clock 
movements, outside their cases, 
during regulating. 

frame saw. A saw comprising a thin 
blade stretched between clamps on 
an adjustable frame with one open 





Frame Saw 


side, across which the blade is 
stretched; used by jewelers and 
watchmakers for producing small 
profiled or pierced work. 


framesite. Aggregates of diamond, 
carbon and bort, found in the Pre- 
mier mine. 


Frederician cut. A cabochon cut stone 
with one or two rows of facets 
around the edge. Often used on 
chrysoprase. 


free arc. The portion of the motion 
of a balance during which there is 





no contact between any part of 
balance and any part of escape- 
ment. 

freedom, corner. In lever escapement 
adjusting, the play between the 
corner of the fork-slot and the 
front of the roller jewel, in the 
safety action during the time when 
the jewel is passing through fork- 
and-roller action. 

freedom, guard. In lever escapement 
adjusting, the play between guard 
point, or guard pin, and the safety- 
roller edge. 


free pendulum. A clock pendulum de- 
signed to be relatively free from 
mechanical connection with the es- 
capement, to minimize errors from 
that source of interference with the 
free vibration of the pendulum. 
The principal free pendulum in use 
actuated mechanically is in the 
Riefler astronomical clock; and of 
electrically operated pendulums, 
that of the Shortt clock, with its 
“slave” and “free” pair of pendu- 
lums, which has set new world 
records for accurate timekeeping 
for astronomical and other scien- 
tific uses. 

free spring. A balance spring without 
provision for regulation by curb 
pins. Marine chronometers, and oc- 
casionally very fine watches, have 
no curb-pin regulators; in them 
regulation is effected by meantime 
screws in the balance rim. 

French chalk. Mineral talc finely pul- 
verized and decanted to use as a 
polishing abrasive. See DECANTA- 
TION. 

French clocks. In the U. S. A., a term 
used to classify a type of clocks 
made in France. Characteristics 





French Mantel Clock 
(Louis XVI) 


of these clocks are brass plates 
highly polished; pinions cut from 
solid steel; Brocot pendulum sus- 
pension; mainsprings fully enclosed 
in barrels; pin-pallet escapement; 
manufacture organized as_ subdi- 
vided handwork, so repair parts 
must be fitted from rough material 
or made outright; cases of stone, 
glass-paneled in gilt framework, 
bronze, ormolu gilt, etc., artistic in 
design and finely finished. 

(To be continued next month) 
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Bugles over America 










¢ The beckoning blare of Cupid’s call 
is heard through all the land. Marriages 
are increasing. Engagement diamonds 
are being purchased in quantities un- 
heard of in recent years . . . for the sen- 
timental value of the diamond ring grows 
to its greatest importance during times 


of stress. 


« Recognizing this, the national dia- 
mond advertising campaign continues in 
leading magazines to promote engage- 
ment diamonds — reaching millions of 
roung lovers with a message intended 
young g 

to preserve and encourage the engage- 


ment diamond tradition. It does a job 


you could not do alone. 


e It will pay you to tie in to the national 
campaign and to the favorable market 
for engagement rings with local news- 
paper advertising. Appropriate promo- 


tion material is available at low cost. 


Write Diamond Promotion Department, 
The Reuben H. Donnelley Corp., 
305 East 45th Street, New York City. 
De Beers Consolidated Mines, Ltd., 


and Associated Companies. 
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Most Brazilian diamonds are recovered from river beds during the dry season. This is the Jequitihona River, in Minas Geraes, with diamond- 


seeking garimpeiros at work on the opposite shore. The man in the foreground is a licensed diamond-buyer. During the rainy season water 
swirls far above these exposed boulders. 


Diamond Mining in Brazil 


The author of this first-hand account 
is a geologist and gem dealer who has 


traveled many times into Brazil’s interior. 


by ALLAN CAPLAN 


HOUGH Minas Geraes contains the greatest wealth 

and variety of gem occurrences in Brazil and ranks 
among the most famous gem-producing localities of the 
world, Brazilians are more interested in the production 
and marketing of coffee, cattle, cotton, sugar and rice 
and the published valuation of precious and semi-pre- 
cious stones exported from Brazil has never exceeded 
one half of one per cent of Brazil’s total exports. 

Thus there are vast contrasts between gem-mining in 
Africa, where powerful, well-financed corporations pro- 
duce or market well over 90 per cent of the world’s dia- 
monds, and gem-mining in Brazil, where the garimpeiro, 
“he who searches diamonds,’ depends on muscle and 
luck to find enough of the hard little crystals whose sale 
will provide bare living necessities for self and family. 

Thorough-going optimists, like the old-time gold pros- 
pectors of the North American West, the garimpeiros 
may spend a lifetime hunting a discovery to put them on 
easy street; however, rarely do they make such finds, 
and their existence is one of poverty. 

Diamonds are found in the rivers and hills of a dozen 
Brazilian states, of which Matto Grosso, Goyaz, Bahia 
and Minas Geraes are the principal producers. Here, 
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in this hilly or mountainous plateau, sparsely covered 
with vegetation, labor thousands of garimpeiros, either 
singly or in groups, free to operate government land so 
long as they register their operations and continue to 
work them. 

All diamond discoveries are supposed to be registered 
with Federal authorities at the nearest town, so that 
statistics may be gathered and the state and Federal 
taxes may be applied on subsequent transactions involv- 
ing the stones. The garimpeiros can legally sell their 
stones only to licensed buyers—mostly local merchants 
and traders—who in turn resell gbe stones to other buy- 
ers until eventually the diamonds reach the few licensed 
exporters. 

In winning diamonds from the rivers, the method is 
to dig with pick and shovel through deposits of sand to 
the gravel bed lying upon the solid rock floor of the 
river. All heavy minerals and metals, such as diamonds 
and gold, tend to sink deeper and deeper into the river 
bed; while lighter materials such as sand and light peb- 
bles have a tendency to be carried downstream and re- 
deposited by variable currents of water. For this reason, 
layers of sand on the actual floor of a river are gen- 
erally barren of heavy minerals, since the latter do not 
travel as far from their source and are consequently 
accumulated upon the solid rock through which the river 
cut its way. 

The garimpeiro knows this fundamental principle and 
in his search for diamonds or gold, he seeks a likely spot 
in the river. Junctions of two rivers, a bend in a river, 
quiet water below rapids or a waterfall are most desir- 
able locations. However, any place where heavy mate- 
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rial may be deposited is a possible source of discovery if — 


the river gravels are actually diamondiferous. 
The prospector tries to avoid deep beds of sand, and 


seeks the gravels lying upon bedrock. To do this, he. 


must wait until the dry season (April to October) when 
the river is very shallow and almost dry. At this time, 
the floor of the river is accessible to him; and he digs 
through the shallow sand toward the gravel beds be- 
neath. When a river is not shallow enough to permit the 
operation, the changing of the course of the river or the 
diverting of the river into canals in order to work the 
exposed and dry riverbed is commonly practiced. 

The presence of gravel in a river bed, however, does 
not necessarily indicate the presence of diamonds, for 
gravel is as common as sand in any river and actually 
indicates nothing. It is only in the small localized areas 


Excavating gravel from the nearly dry bed of the Jequitihona 
River, in Brazil. Heavy concentrates panned from this gravel yield 
both diamond crystals and gold. 


where diamonds are found that gravel is of importance, 
for it is in this gravel more than anywhere else that the 
stones have collected. The gravel bed may vary from 
an inch to a foot or more in thickness. It may be lying 
exposed upon the bedrock, or it may be covered with ten 
feet or more of sand and overburden. 

In some diamond-producing localities, particularly the 
oldest—Diamantina, where diamonds were first discov- 
ered in Brazil—the gravel is cemented into a hard con- 
glomerate by limonite, an iron oxide. This conglomerate, 
which is called canga, must often be broken with ham- 
mers before it can be washed in the bateau. In other 
regions the gravel is loose and free of limonite and other 
heavy minerals; this type of material is known as cas- 
calho. 

If a garimpeiro is working in a spot known as a pro- 
ducer, he may make a stock pile of the desired gravel, 
devoting the entire dry season to scraping clean the bed- 
rock of the dry river. With the arrival of the rainy sea- 
son (October to April) he can then spend months sep- 
arating the larger pebbles from his stock pile by means 
of sieves, and panning the finer material in the river 
water in order to get a heavy black concentrate. It is 
this concentrate which contains both gold and diamonds. 
_The heavy minerals occurring with diamonds are numer- 
ous. The most common ones are magnetite, rutile, hema- 
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tite, zircon, monazite, and limonite. Gem minerals such 
as blue topaz, chrysoberyl, andalusite, tourmaline, aqua- 
marine and kyanite are also frequently found, but these 
are generally too small to be of gem value. 

The river deposits are the most important sources of 
Brazilian diamonds, but they are not the only alluvial 
types worked by the garimpeiro. The valley deposits, 
which are another type of old river accumulation, are 
generally located on the upper banks of the rivers. The 
gravels of this formation were left by the river long be- 
fore it succeeded in cutting down to its present level. 
Here, the diamonds are less water worn and frequently 
greater in size. Generally, a heavy sandy overburden 
covers the producing layer of gravel; and because of 
this, the valley type of deposits is not so desirable to 
operate. 

The diamondiferous areas found on the plateaus, 
which are the third type of alluvial deposit, are the 
oldest and most interesting of the diamond-bearing 
gravel formations. In the first days of Brazilian dia- 
mond mining, these formations were worked with suc- 
cess; but at this time, with the easiest diggings already 
worked, and without enough water for panning, there is 
little activity in these areas. Through geologic upheaval 
and erosion, these ancient beds are now high and dry on 
the topmost flat-topped hills overlooking the river de- 
posits below, barren of sand and light overburden, 
which have been washed and blown down into the valleys 
below, leaving the heavy minerals behind to solidify 
over a great period of time into a hard, iron-stained 
conglomerate, which is often exposed on the surface. 

The diamonds found in these old deposits, aside from 
being larger, are well crystallized and show very slight 
water action on the crystal faces. The erosion of this 


Sluicing operations at the Serrinha mine, near Diamantina, Brazil, 

run ‘off light minerals, leaving the heavy materials which include 

sharp-angled diamond crystals. This formation may be a primary 
source of diamonds. 


elevated formation, in the vicinity of Diamantina in par- 
ticular, has done much to feed diamonds into the river 
gravels below. For millions of years the diamonds were 
being concentrated in the river; and for this reason, 
early diamond hunters in the 18th century often discov- 
ered great quantities of gems in a short time. 

Though practically all Brazilian diamonds are found 
in alluvial deposits, it is obvious that diamonds cannot 
form in rivers, and it is safe to assume that definite pipe 

(Please turn to page 68) : 
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LEADING JEWELERS AGREE 
IMPERIAL PEARL PUBLICITY 
| IS DYNAMIC—“SALES-TESTED” 





Shown at the right are names 
of a few of America’s fine jew- 
elry stores featuring Imperial 
Cultured Pearls—and above a 
dramatic window showing the 
romance of Imperial Cultured 
Pearls. Jewelers from Coast 
to Coast who featured and 
promoted Imperial Cultured 
Pearls agree that this popular 
gem will be a leading item in 
the style parade for 42. Win- 
dow display material, news- 
paper publicity and adver- 
tising copy all supplied by 
Imperial Pearl Syndicate 
helped them to promote Im- 
perial Cultured Pearls in their 
community and establish 
themselves as the leading out- 
let for these fashionable gems. 


Why not forget priorities and 
restricted items and promote 
Imperial, America’s Most Pub- 
licized Pearls. This year we 
are adding new promotions to 
our past successes—new pub- 
licity plans to make pearls the 
most desirable part of every 
woman’s jewelry. 
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NEW! GOLD, PEARL, RUBY AND DIAMOND JEWELRY 


We had one of America's leading jewelry designers create 
an entirely new and breath-taking line of rings and other jewelry 
using gold, pearls, rubies and diamonds. Each item a master- 
piece of modern design. You will have to see these gorgeous 
pieces to understand our enthusiasm. Write or wire us for an 
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Emerald Cut and Marquise 


DIAMONDS 


+ 
STAR SAPPHIRES 


RUBIES ¢ STAR RUBIES 
SAPPHIRES ¢ CAT'S-EYES 
EMERALDS ° PEARLS 














We are in the market for Diamond Jewelry and can offer good prices on 
any small or large pieces which your customer may desire to dispose of. 
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DIAMOND MINING IN BRAZIL 
(From page 60) 

or primary formations do exist somewhere in these dis- 

tricts as they do in the vicinity of many South African 

alluvial deposits. Primary deposits, either large or 

small, must exist in these regions. 

In a district not far from Diamantina, a possibly pri- 
mary formation is being worked successfully. It lies on 
the summit of a small mountainous region, thinly cov- 
ered with vegetation, about 600 feet wide and 1000 feet 
long. Numerous factors indicate that this is probably a 
primary deposit; the most important is that the field is 
encircled by a hard white sandstone of great age. 

The material within the encircled zone is composed of 
a soft pale-greenish sericite called masse, which fills in 
the spaces between vertically oriented boulders of the 
same white sandstone that encircles the formation. The 
vertically oriented boulders indicate great pressure from 
ascending sources; whereas, the boulders of river de- 
posits are in a horizontal position, due to a horizontal 
source of pressure—the flow of a river. The confining 
of the masse, and the almond-shaped boulders standing 
on end, closely packed together, are the most important 
geological indications that this is a primary deposition. 
The depth of the deposit is not actually known although 
contact zones of the masse and white sandstone are at 
such an angle as to indicate increasing depth toward the 
center of the formation. This too, indicates that the 
source of the masse comes from great depths and further 
suggests primary deposition. 

The masse in certain parts of the deposit is worked 





with success by powerful hydraulic jets of water. The 
masse is washed into a wooden flume through which it 
is carried by the force of the water to a small mill be- 
low. A series of revolving screens separates the coarse 
pebbles from the gummy masse, while harder pieces of 
masse are crumbled in a small revolving ball-mill. Run- 
ning water in the ball mill washes away fine particles 
and the heavy concentrate containing small pieces of 
hematite and rutile occurring with the diamonds sinks 
to the bottom of the mill. At the end of each day, the 
contents are taken from the mill and placed upon a vi- 
brating jig-table where the diamonds are separated from 
the undesirable material. 

The quality of the diamonds from the masse is fine, 
although most of them are small. They do not vary 
greatly in quality and are sharply crystallized. This is 
another clue that this is an original formation. Alluvial 
deposits, on the other hand, vary greatly in quality, for 
the sources of these stones may be numerous. 

Without a doubt, stones from this deposit have been 
feeding the rivers below for millions of years. Dia- 
monds and gold, due to high specific gravity, do not 
travel far from their source rocks. Their presence in 
the rivers indicates pipes or veins in the vicinity. Other 
deposits, still undiscovered, probably have also been 
feeding the same rivers, and the action of erosion 
throughout the ages has thus built an accumulation 
which compares greatly with the richness and age of the 
original sources of that area. 

Since Diamantina is the oldest and best known dia- 
mond-producing locality, the formations of this area, 
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FANCY-COLORED 
SAPPHIRES 


THESE ATTRACTIVE GEMS — BLUE, 
YELLOW AND PINK — HAVE ALL THE 
IMPORTANCE AND QUALITIES OF 
PRECIOUS STONES AT A VERY 
REASONABLE COST. 


THEY HAVE BEEN SUCCESSFULLY 

USED IN EXTRAVAGANT AND MODEST 

PIECES ALIKE, BY MANUFACTURERS 
COVERING EVERY PRICE RANGE. 


MAY WE RECOMMEND THAT YOU 

EXAMINE THE AMAZING VARIETY OF 

FANCY SAPPHIRE JEWELRY CARRIED 
BY YOUR MANUFACTURER? 


THESE ADAPTABLE STONES ARE HERE 

TO STAY: THEY WILL HELP EQUALLY 

TO FILL OLD NEEDS AND TO CREATE 
NEW DEMANDS. 


WE HAVE AVAILABLE 


A LARGE STOCK 
IN LOTS 
OF VARIED SIZES AND 
QUALITIES 


Harold Cohen 


ASSISTED BY 
MR. ABY COHEN OF LONDON AND PARIS 
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New York 











which were explained only superficially, are given as 
examples of typical Brazilian deposits. Similar alluvial 
deposits exist in many places scattered over a great area 
in the Central Plateau of this country. Undoubtedly, 
original rocks in which diamonds were formed also exist 
in these same areas, although their presence has not been 
revealed. 

It is possible that some day, a vast and rich placer 
deposit may be discovered by a lucky garimpeiro. As the 
result of this discovery, the original formation may like- 
wise be uncovered and a new bonanza comparing with 
the African fields may be opened to the world. Brazil 
is so vast, so rich, and so unknown, that anything in the 
way of gems can be uncovered within our time. 


DISPLAYS FOR AMERICA AT WAR 
(From page 43) 


ground and floor of this window would be effective in 
shades of blue with red, white and blue drums. Eagle 
should be painted in shades of gray. The copy on the 
drum might read: “The tradition of American silver- 
smithing, established by such men as Paul Revere, is 
carried on today in these fine examples of modern ‘Made 
in America’ silverware.” 

The first concern of many these days is their sweet- 
hearts and brothers in the service. Thoughtful gifts to 
these boys from their dear ones will cheer them more 
than anything else and the jeweler can offer many items 
which will be not only particularly welcome in them- 
selves, but which will be enduring tokens of love and 
affection. Watches, no doubt, head this list of gift sug- 
gestions and a whole window might well be devoted to 
the display of watches suitable for military wear. 

The second sketch suggests such a display. Circular 
panels on the background carry silhouette drawings in- 
dicating the various branches of the service. Watches 
are displayed on tubular elevations and on red, white 
and blue discs in the foreground. Copy is indicated on 
a ribbon scroll tacked across the top of the poster 
panels. The art work on these discs should be simple 
enough for any card letterer to execute. The tubular 
clevations can be made of wood, covered in fabric, or 
they can be made of lightweight cardboard covered 
with colored paper. Copy reads: “For Active Service 

..in the Air...on Land... or Sea.” 

The “girls they left behind them” also deserve our 
attention in this group of wartime display suggestions. 
A third sketch illustrates a display featuring jewelry 
for such misses. A photograph of a soldier in a silver 
frame is placed on a large elevation in the center of the 
window which simulates the lady’s dressing table. 
Toiletware pieces are laid out on this elevation. Jewelry 
is arranged on flat discs in the foreground. The copy, 
“Look your prettiest for that man in uniform,” appears 
on a copy card to the left. Red, white and blue ribbons 
or drape hang from a star cut out on the background 
and extend over a corner of the soldier’s picture. 
Dressing table elevation should be covered in white 
fabric with discs for jewelry covered in red, white and 
blue fabrics. A piece of lace on the large elevation might 
help to further carry out the dressing table suggestion. 

The celebration of Washington’s birthday will have 
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especial significance this year. The fourth sketch sug- 
gests a display of patriotic jewelry to commemorate the 
occasion. A picture of Washington is used against the 
background with a large copy panel slanting from the 
base of the frame into the window. A suitable quotation 
from Washington’s writings or speeches should be let- 
tered-on here on any other copy which you desire. The 
background of the window should be covered with plain 
blue with white cut out stars attached in rows. The 
floor of the window is covered with wide red and white 
ribbon stretched alternately across it. Jewelry items are 
arranged on these stripes. . 


DIAMOND RESERVES GONE BY 1962? 


ee IAMOND production today is, by weight, about 

14,000,000 carats (say a bit over three short 
tons), worth some $35,000,000, as opposed to an average 
of 7,200,000 carats, worth about $75,000,000 for the 
four years 1927 to 1930,” Sydney H. Ball, of Rogers, 
Mayer & Ball, New York mining engineers, said Dec. 30 
in Boston, at a diamond symposium of the Mineralogical 
Society of America and the Geological Society of Amer- 
ica. : 

“The change is mainly due to the large bort produc- 
tion of a single Belgian Congo company, Beceka, which 
in the past two years, by weight, has accounted for over 
one-half of the world’s production. As a result of this 
shift in production and the shutting down of the pipe 
mines, the weight of fine cuttable material produced to- 
day is but 60 per cent of that of a dozen years ago, cut- 
table goods making up about 55 per cent of the 1927 
production and but 16 per cent of that of 1940. 

“If the war continues, the 1942 production will be less 
than that of 1941, since the larger producers of today 
are situated far from sources of supply and some of 
them must soon become short of certain essentials. In- 
deed, a year or two hence may well see some of them 
through lack of supplies shut down. 

“At present the Belgian Congo is the largest pro- 
ducer, accounting for 75 per cent of the world’s produc- 
tion by weight and 25 per cent by value. It is followed 
by Angola and Sierra Leone, the Gold Coast and Brazil, 
and the alluvial fields of the Union of South Africa. The 
British Empire produces about 25 per cent by weight 
and somewhat less than 50 per cent by value of the total. 
Brazil in the recent past has increased its production 
appreciably, the major portion of which is now pur- 
chased by the United States Government. British Guiana 
and Venezuela add their pittance. The Western Hemi- 
sphere, however, by weight, produces but three per cent 
of the world’s production, and by value, something less 
than 10 per cent... . 

“Thirty years ago practically all diamonds produced 
came directly or indirectly from Cretaceous pipes. In 
1940, due to the limited scale of pipe operations, 96 per 
cent by weight, and 72 per cent by value of the African 
production was obtained from gravel deposits from pre- 
Cambrian rocks. 

“This change in production is also one of mining 
methods; and probably never before has a mining indus- 
try, after 50 years of dominant lode mining, become 
mainly an alluvial mining industry. The switch. is one 
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Genuine “Trublak”’ 


(TRADE MARK) 


BLACK 
NYX 


RINGSTONES 


ANY SIZE +» ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 


Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 
Company 


Operating 
America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. |. 


Vinimum quantity required per size 
and shape... 300 pieces. 


NO JOBBING...NO RECUTTING 





from a few large up-to-date units (the Premier mine 
before the first World War was the largest tonnage mine 
in the world) to a large number of relatively small 
plants, most of which are well run. The condition seems 
atavistic, but there it is! 

“The lesser amount of cuttable and the greater amount 
of industrial diamonds produced today coincides with a 
change in the consumption due to the remarkable in- 
crease in the use of industrial diamonds, eight-fold in 
the past 25 years. This year the United States alone 
will consume over 3,000,000 carats of industrial stones. 
Now over 75 per cent of the world’s rough diamond 
sales, by weight, and one-third by value, are of indus- 
trial stones. Today, in part due to the World War, 
managers are learning the necessity of the use of indus- 
trial diamonds in factories and artisans by the thousands 
are being trained in their use. We can confidently look 
forward to further increases in the future; and ten years 
hence, don’t be surprised to see underground drifts being 
drilled with diamond drills and not by percussion drills. 

“While war has increased the use of industrial dia- 
monds, it has also somewhat restricted the market for 
gem stones. The United States, Canada, South Amer- 
ica, and the East are buying more than their normal 
quotas of gem stones, but the war has practically stopped 
sales elsewhere. Further, the destruction of the cutting 
industries of the Low Countries has brought about a dis- 
tinct shortage in the supply of small cut for mountings 
and no too abundant supply of large fine cut. 

“At present, industrial diamonds, except in the case 
of Beceka and the carbonado alluvial deposits of Bahia 
are by-products of gem mining. In the future, if the 
price of industrials continues its rise, more deposits may 
find industrials their dominant product. 

“You may be interested as to guesses regarding re- 
serves. The pipe mines have blocked out reserves of 
the order of some five years’ mining at normal rates, and 
the alluvial fields of some ten years. The reserves to be 
later blocked out may equal another ten years. In short, 
it is believed that the total reserves of diamonds are of 
the order of those of lead and zine and much less than 
those of copper. 

“While South Africa for the time being at least is 
not the world’s leading producer, it is a South African 
company, the mighty De Beers Consolidated Mines, Ltd., 
that dominates the industry. It not only controls the 
more important South African mines, but owns 80 per 
cent of the shares of the Diamond Corp., the purchasing; 
and through its subsidiary, the Diamond Trading Co., 
the selling agency of the industry. The diamond indus- 
try is wisely and astutely directed by the chairman of 
De Beers, Sir Ernest Oppenheimer. 

“Three tons of diamonds [the current annual produc- 
tion] require some 70,000 men to produce them, of whom 
8,000 are Europeans: each man labors a year to produce 
1.4 ounces of diamonds: and in the gem mines the pro- 
duction is but 0.425 ounces per man year. About 40,- 
000,000 units of gravel are mined and milled to produce 
one unit of diamond. It is always a marvel to me how 
the mills are able to seek out that 1/40,000,000th.”’ 

Other speakers included Lazare and Leo Kaplan of 
New York, whose topic was the cutting of gem diamonds, 
and Alexander Shayne of OPM; Paul L. Herz, former 
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Belgian manufacturer of dies; Chester B. Slauson of the 
University of Michigan; A. A. Klein, of the Norton Co., 
Worcester, Mass., and Harry Berman of Harvard Uni- 
versity, all of whom discussed industrial diamonds. Dr. 
Edward H. Kraus, dean of the College of Literature, 
Science and the Arts, University of Michigan, and co- 
author of Gems and Gem Materials, presided. 





"VICHY" JEWELRY TRADE AT STANDSTILL 

The jewelry business at present scarcely exists in 
Unoccupied France, according to a well-known jeweler 
who was formerly in business in Paris and who fled to 
the southern part of France when that city fell to the 
Germans in the spring of 1940. 

Arriving in the United States a few weeks ago, this 
jeweler described the extreme shortages of commodities 
that make life difficult in Unoceupied France; with 
meat impossible to obtain and with such essentials as 
butter, eggs and fats exceedingly scarce, he said that 
the public is little inclined to spend money for gems or 
jewelry. Many individuals who have jewelry are try- 
ing to sell them for cash. 

Meanwhile, he declared, the jewelers of Unoccupied 
France make little if any attempt to sell jewelry, 
watches or clocks and would rather hold on to the mer- 
chandise than exchange it for the cash it would bring. 
Their reluctance to sell arises partly from the fact that 
there are so few manufacturing establishments in Un- 
occupied France to replace goods that are sold. 

A French law that compels anyone who buys an 


article made of gold to provide the seiler with old metal 
weighing 1.45 times the weight of the new article also 
puts a crimp in the jewelry business of Unoccupied 
France. If an individual can’t deliver this ratio of old 
gold, he can’t buy something new made of gold. 

The same 1.45 provision applies to retail jewelers’ 
purchases from manufacturers. In buying new stocks 
of gold merchandise, retail jewelers must provide the 
manufacturer with old gold weighing 1.45 times the 
weight of the new purchase. 

Perhaps 200 Belgian diamond cutters who fled to 
France when Germany invaded Belgium in May, 1940, 
still remain in Unoccupied France, after the migration 
of many others to England, Brazil, Cuba, the Argentine 
and the United States, this French jeweler continued. 
He saw none of these refugee diamond cutters or dia- 
mond dealers during the week he was in Lisbon. The 
lot of those still left in Unoccupied France is difficult 
for they cannot obtain licenses to sell what goods are 
in their possession; and heavy fines and imprisonment 
in a concentration camp discourage illegal selling. For- 
bidden by a new law from carrying valuable merchan- 
dise on their persons, these refugees must keep their 
diamonds either at home or in vaults. 





Easter Is EARLIER this year than last. Are you re- 
membering that it’s a joyous gift time for children? 
Assemble a grouping of suggestions for tiny tots in sil- 
ver—napkin rings, spoons, forks, teething rings, por- 
ringers, cups, etc., and call it “Enduring Gifts for Little 
Ones.” 
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BE YOUR OWN PUBLICITY AGENT 

(From page 49) 
ing one, suggest to a local newshawk that he drop in 
and look at it. Recently, we itemed a jeweler who 
showed in a series in his windows how silver was made 
from the raw ore into a finished product. In the past we 
have written about several such windows, including dis- 
plays of precious gems and odd and unusual pieces 
of jewelry. 

Nearly every paper has a columnist. And your home 
town columnist is the best person to contact on stories. 
He has a certain space to fill every day and is always 
running out of material. He appreciates your tips. If 
he can use them, he will, and if not, he’ll tell you, prob- 
ably adding the reason and the kind of material he is 
most interested in. 

Unusual hobbies are interesting to read about. And 
perhaps you have one that would not only give you a 
story, but a picture, in your home town paper. We re- 
ported and photographed one jeweler who had the inter- 
esting hobby of collecting odd-shaped and unusual 
watches. He knew the history of all of them, some dat- 
ing back nearly four centuries. It was a valuable col- 
lection—and a valuable story. 

We don’t know if jewelers all over the country are 
as colorful and interesting as those in Kansas City, Kan- 
sas, but we imagine they are in many towns. Here, one 
jeweler has a mania for speed boat racing, which has 
resulted in several good stories for us. Another is a 
veteran air pilot—more good yarns. Another successful 


jeweler goes to Hollywood quite often and mingles with 
the film crowd—and brings us back interesting reading 
matter for our customers. Still another jeweler and 
watch repairer used to wrestle in Europe. 

Jewelers often have knowledge of stories of diamonds 
that have been misplaced by persons. They make excit- 
ing reading when a newsman graphically depicts the 
suffering that the person goes through until she finds the 
stone. Young brides and brides-to-be who lose their 
rings often make front page stories, especially if the 
loss is unusual in some way. 

Sometimes jewelers have odd silverware pieces. We 
never thought much about how a one-handed person 
would handle eating utensils, until a jeweler showed us 
a specially designed silver-plated combination knife and 
fork. The knife part was circular with the fork on 
the end. It made a good “dingbat.” 

Stories that almost any paper, be it metropolitan daily 
or country weekly, would be glad to print happen almost 
every week in every jewelry store in the nation. If you 
will just be on the lookout for them and let your local 
columnist or reporter know about the happening, he 
will appreciate it and you will directly benefit from so 
doing. 

Just one word of caution. Don’t tell your reporter 
to be sure and use your name and the firm. He doesn't 
like to be told what to do—even if you advertise with 
his paper. He is aware of the advertising value your 
name in the news means and will try to get it in if the 
story warrants it. 
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For years we have concentrated on the manufacture of quality rings 
for men and ladies. In these unusual times, we believe our experi- 
ence and skill, acquired over a 37-year period, will enable us to pro- 
vide you with an attractive quick selling, profitable line of 
rings and ring mountings. 


SELL THE BEST— THEY COST NO MORE! 
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JEWELRY STORE OF TOMORROW? 
(From page 47) 
settee near the entrance. 

Here are some other construction details: 

Floor—Black asphalt tile. 

Ceiling—Oyster white. 

Lighting—Combination of fluorescent and filament. 
The “S”-shaped counter gets extra illumination from a 
fluorescent fixture suspended above, and following the 
same undulent contour as the counter. Incandescent 
hollophane lighting units are recessed into the ceiling. 

Door at the rear—This is blue leather and opens and 
closes like an accordian. Fourteen feet in height, it is 
said to be the largest door of its type so far constructed. 

Francisco Rebajes, owner of this new establishment 
at 377 Fifth Ave., is an American of Spanish birth, who 
for the last ten years has designed and made jewelry 
and hollowware in both copper, with various finishes, 





Seated on calfskin hassocks, customers may try on jewelry at dress- 
ing-table display fixtures hung from the wall, and discover "how 
it looks" in the mirror. 
and sterling silver. Examples of his work have been 
shown at the Metropolitan and Brooklyn museums and 

been rewarded by the Paris Exposition of 1937. 

The architect of the shop is Jose Fernandez, one- 
time instructor in architecture at Columbia University 
and son of the man who was Puerto Rican state architect 
when that island was a Spanish dependency. Mr. Fer- 
nandez was chosen in 1936 for the designing of the 
Hall of State, a permanent building, at the Dallas, 
Texas, Centennial Exposition. 

After working in all phases of design—Colonial 
homes, country houses in the various periods, city apart- 
ment houses, theaters, churches, furniture and interior 
decoration from Louis XIV to Modern, Mr. Fernandez 
now only argues the merits of Modernism. 

Translucency, lightness and subtlety of color are the 
particular brand of Modernism that have gone into this 
new shopping place, and its successful intent was to 
lift the spirits of women customers. 


Fresruary’s THE MONTH Of birthdays and gives you 
an ideal time to feature patriotic-motif pins and clips 
and buttons for men’s lapels. Use a window card say- 
ing “Honor his memory now when we are most grateful 
for the U. S. A.,” and for the 12th display a picture 
of Lincoln and for the 22nd one of Washington. 
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Wadsworth Fades 











whit yo adel 
Wadsworth Cases 


And he instinctively selected the watch with 
the Wadsworth Watch Case... 


Yes, the sheer beauty and smart styling of 
Wadsworth Watch Cases create a definite de- 
sire for possession. 

Offices 


New York: 630 Fifth Ave. 
Chicago: 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC. DAYTON, KENTUCKY 
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ALENTINE’S DAY is made to order for jewelers! 

Here’s a simple and inexpensive way to dress your 
window for the event. Pick up some of those paper 
doilies women use on cake plates as a base for party 
fixings. Frame your windows with them .. . or outline 
a heart by pasting small lacy doilies right inside your 
window. 

* * * 

To Group e@irr items for Valentine’s Day in a new 
way, set up a bower of artificial spring leaves and flow- 
ers over an aisle. Call it, for a change, “Heart Beat 
Lane.” 

* * * 

For Vatentine’s Day, as at all other times, the jewel- 
er’s big problem is to get interest in his windows at the 
customer’s eye level as a change from the all-too-common 
flat display. Try this: set a heart shape made of wire 
outside a similar but smaller one and weave flesh-tinted 
fluted tulle between them, including shiny pieces of cos- 
tume jewelry as you go along. Then at the foot of the 
display piece tilt a pink, flat, velvet heart with other 
gift pieces on it. 

* * * 

EN.uist your Locat florist’s co-operation for an at- 
tractive table that should result in sales of glass and 
silver flower bowls. Invite your patrons to come in to 
savor “Flowers that Bloom in the Spring,” and ask the 
floral expert who is working with you to name his ar- 
rangements on the credit card. 


* * * 


Wuart HAS DEFENSE to do with your stationery depart- 
ment? Everything! Aside from the correspondence now 
going on between those at home and those at camp, there 
will, it is likely, be more correspondence between those 
at home. The future will probably see a revival of the 
art of informal letter writing especially for social doings 
as people are urged to leave phone and wire services 
available for defense needs. Here’s a way to dramatize 
your stationery, fountain pens, desk sets, etc. Ask local 
celebrities to give you a sheet of their favorite paper 
and show them along a dead wall in your establishment. 
A corner card in your window will serve to acquaint 
passersby with the human interest exhibit going on in- 
side. 

* * #* 


‘unis Easter, more than most years before, there is 
an opportunity to sell religious goods as people, uncer- 
tain and insecure, are turning again to churches for re- 
assurance. Suggest that people buy crosses, pendants, 
lockets, Bibles, rosaries for themselves, for children, for 
their loved ones in the camps. 


* * * 


Fesruary 21-28 is National “Sew and Save Week,” 
a time not generally recognized as a good tie-in for 
jewelers. But how about those silver thimbles, and 
leather boxes fit for sewing oddments, and ornate scis- 
sors sets and pencils for marking patterns? Jewelers, 
too, can take advantage of the nationwide publicity 
always effectively staged by the notions people during 
their week. 
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SprinG BEGINS March 21. There is a shortage of 
jewelers’ materials. What have the two to do with each 
other? Just this. Use a window sign, “This Spring 
flowers are big as life,” and show the new large acetate 
flowers popping up from artificial grass bedded down 
right onto the floor of your window! 

* * * 

To MAKE A PATRIOTIC TIE-UP that will mean sales of 
patriotic insignia—pins, clips, compacts and cigarette 
cases—publicize the fact that you will turn over a cer- 
tain percentage of the proceeds to your local Red Cross 
or to the American Women’s Volunteer Service. Start 
the idea going for Lincoln’s birthday, Feb. 12, and re 
peat for Washington’s, Feb. 22. 

* * * 

WanT A DISPLAY UNIT that can be used 12 times this 
year? For the first few days of every month show 
watches for all ages with a card, “No present like the 
time.”’” The general background should show a globe of 
the world with signs of the zodiac. Elsewhere in the win- 
dow should be an enlargement of the sign of the zodiac 
for the current month. This might be painted right 
on the glass of your window, as this is the only part 
of the unit—once it is developed—that changes in a 
whole year! 

* * * 

‘THE RECENT FASHION for wearing not one but several 
pieces of lapel jewelry provides the alert merchant 
with a chance to display and advertise a variety of 
pins priced either singly or in sets of many pieces, on 
up to the number of 10. Call them “scatter pins.” 


IF THE SIRENS SHRIEK 
(From page 50) 


trances—one on Fifth Avenue and two on West 48th 
St., in addition to an employees’ entrance on the latter 
street. The front door is closed and locked first while 
customers are taken out at the side exits. Each employee 
is assigned in advance the exit, and the route to reach 
it, by which he or she is to leave after performing the 
duties designated to him, while a small force of volun- 
teers from the personnel stays in the store as a guard, 
until whatever time the signal of “all clear’ is sounded. 

Three full-dress rehearsals have already been held, 
and others will be conducted from time to time without 
advance warning to simulate actual conditions—a sort 
of fire-drill idea. 

The time of carrying out the routine has been reduced 
with each practice, as people become more familiar with 
their duties, until on the latest trial it took only three 
and one-half minutes from the time the alarm whistle 
was blown until the valuables were deposited in the 
safes and the knobs turned. 

Clearing an establishment of the size of Black, Starr 
& Gorham, in such time is no small achievement, but 
demonstrates what can be done with planning and prac- 

‘ tice. To be so prepared if and when the need arises 
would be invaluable to every store, and it would be wise 
for every jeweler to plan and practice at once his own 
program of preparedness along these general lines of 
procedure. 
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Service Men 


Get Gifts; 


Buy “Em Too 


by HARRY R. TERHUNE 


Gals and mothers of Army and Navy men can shop in this window of Strasburg's in 


Hollywood. So can the boys in khaki and blue. It suggests gifts from the home folks 
to Service men, also gifts Army and Navy men can send ones they've left behind. 


ESIDES helping build unity for War and deter- 

mination to stamp out fascism, a patriotic theme in 

jewelers’ windows has tremendous merchandising power 
at this time. 

What jeweler does not have a wide assortment of use- 
ful articles for the boy in camp and others of sentimen- 
tal interest for “the girl he left behind?” Every jewelry 
store, of course, has such merchandise. All have win- 
dows. Fortify window showings with a sincerely patri- 
otic theme, and a morale-building, sales-increasing dis- 
play is accomplished. 

This story tells how Avery H. Johnson of Strasburg’s, 
in Hollywood, Cal., originated such a gift display, how 
it was installed, how much it cost, and how successfully 
it sold. 

Naturally, having some sort of patriotic element in 
the Strasburg store’s window displays was nothing new, 
for Max Strasburg—like every American business man 
today a good citizen before being a good merchant— 
had ordered that something of a patriotic nature must 
be shown at all times in the windows, not so much from 
the sales angle as to tell the world how business stands 
on the defense of our country against aggression. 

“Many boys in uniform had been doing a lot of win- 
dow-shopping on Hollywood Boulevard, during and 
mostly after store hours,” said Mr. Johnson. ‘“Some- 
times they were accompanied by girls, but more often 
they came along in pairs or small groups. Then we noted 
a number of girls and mothers studying sections where 
masculine service items were shown. 

“What was more natural than to combine all into one 
display promotion? 

“Behind this display (pictured above) was this fact: 
In the jewelry business, the gift factor is the chief rea- 
son why people buy, but most gift-giving events are 
dated, such as holidays, birthdays, anniversaries and the 
various ‘days.’ However, the patriotic display is good 
today and will be good for a long time to come, it now 
appears, so with changes and variations, displays of this 
sort can go on, until we win the war. 
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“Not an extra penny went into making this showing, 
because we used material that was already in the house, 
and I wrote the cards myself, with red, white and blue 
backgrounds. For the eagle, we blew up a watch com- 
pany’s promotional design to four times its original size, 
and covered it with silver paper left over from Christ- 
mas. The paper was crumpled to catch light from all 
angles, and we put several layers on the wings to give a 
feathered illusion. A blower behind the flag provided a 
moving background—a sure-fire attention getter. 

“This window produced more direct sales than any 
we have had in some time. As suggested gifts for men in 
the services, we displayed Army and Navy service mem- 
ories scrap books, shavers, watches, small cameras—one 
of the fastest selling items in the showing—watch brace- 
lets, service rings, portable typewriters, practical Army 
toilet sets, pens, pencils and lighters. 

“Then, as recommended gifts for boys to send their 
sweethearts, mothers and sisters, we showed compacts, 
rings, watches, cigarette cases and lighters, pins, 
brooches, costume jewelry reflecting the military spirit, 
charm bracelets, sweetheart charms having service de- 
signs and the popular ‘V for Victory’ pins. 

“Due to the importance of after-hour window shop- 
pers, we used more descriptive signs than we do 
normally. Quite a few people took advantage of a mail- 
ing service which was described on a card and illustrated 
by two gift-wrapped packages. 

“These signs said: 


‘If he is at camp, a remembrance of you will be 
cherished forever. Let him know he is in your every 
thought by a gift from you.’ 


‘If you are in camp, let her know you are not for- 
getting with a beautiful remembrance from Stras- 
burg.’ 


‘A new special mailing service. You make a selec- 
tion for the boy in camp or the girl at home for us 
to mail. Beautifully wrapped as a gift to any des- 
tination for you.’ 


‘Personal Army and Navy Service Memories books, 
an ideal gift, $1.95.” 
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~~ No need to tell you, Gentlemen, 


that it's the bride-to-be 
who gets the solitaire. Yes, 
and the wedding ring and the 
chest of sterling and the wrist watch, 
and the diamond clips. 
When do you sell a costly compact or a 
gold cigarette case? When do you sell 
expensive ccna saieiidiaiaiaiaa When an 
engagement or a wedding is in the wind 
— of course. 
All in all, don't sales seem to rotate 
around the activities of your younger 
customers? Even when parents pay the 


bill, youth does the choosing. 


MADE MO 


San Francisco — Russ Building; Boston — P. 0. 
llth Street, N. E.; Detroit — 10-252 General Motors Building. 


6 UY 
Ailing 7 





So why not speak the language of youth 


— with MADEMOISELLE as your password. 


Important manufacturers of silverware 
have recognized the selling power of 
its pages. Alvin, Gorham, International, 
Oneida, Reed & Barton, 


Lunt, Nobility, 


Towle, Wallace, Watson — a veritable 


Who's Who .. . and each one is a 


MADEMOISELLE advertiser. 


ve Since our pages have proved 
PK 
that they move merchandise, 
why don't you let "It's in 
MADEMOISELLE" help you sell? 
| og words — but they move 
ra 4 


mountains — of merchandise. 


BLL 











the Magazine for Smart Young Women which has also betome the Magazine for Smart Advertisers 


Editorial office: 1 East 57 Street, New York City — Advertising offices: New York —- 
79 Seventh Avenue; Chicago — 230 N. Michigan Avenue; Los Angeles — Garfield Building; 
Mass; Atlanta — 19 - 


Box 57, Reading, 
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Teo the Winners— 


Trophies tor USE 


pega year untold thousands of Americans engage 
in some form of competition—and we don’t mean 
business competition. Baseball, golf, tennis, hockey, and 
football are only.a microscopically few highlights of the 
almost infinite number of ways in which men and wo- 
men, young and old, try to outdo one another for glory 
and prizes. The list runs the whole gamut of the alpha- 
bet from amateur boxing, beauty contests, and cake bak- 
ing to yodeling and zinnia growing. 

Every one of these contests—and there are thousands 
of them, national, state and local—means an opportun- 
ity for some jeweler to get both immediate sales and 
valuable publicity. An essential element of every com- 
petitive event is prizes for the winners, and nothing 
could be better suited to the purpose than the things that 
the jeweler sells. 

A fine watch suitably engraved, has long been recog- 
nized as the ideal award for noteworthy achievement; 
there isn’t a woman alive who wouldn’t be delighted to 
win a handsome piece of hollowware, or to have her hus- 
band win one for her; cigarette cases, pocket or table 
lighters, pen and pencil sets, and dozens of other items 
which the jewelry store carries as regular stock make 
splendid trophies for either sex. 

Several jewelers have substantially increased their 
volume and profits by the sale of merchandise for prizes 
—simply because they were awake to the possibilities in 
this type of business and went after it. Practically the 
whole secret is to be alert to the opportunities and to get 
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Watches, sold by Kern's, of Fort Wayne, as 
personal trophies for winners of the state's 
Catholic basketball championship, attracted 
tremendous attention when window-displayed. 


Indiana's public school state basketball 
champs showed I! grins on || watch trophies, 
provided by the committee at the sugges- 
tion of Irving Chayken, Hammond jeweler. 


Watches scored a bull's-eye when awarded 
victors in the National Midwinter Pistol 
Matches. C. D. Goff, Tampa, sold ‘em. 


on the job quickly when an opportunity comes along. 

Tor example, when the Hammond Technical High 
School team won the Indiana state basketball champion- 
ship, and the enthusiastic citizens of Hammond raised a 
fund to give the boys a celebration, Irving Chayken, 
Hammond jeweler, suggested to the committee that the 
presentation of a watch to each member of the team, en- 
graved to commemorate their achievement, would be the 
perfect crowning touch. Result, an order for 11 watches 
at $55 each. 

Out in Pocatello, Idaho, Nate Morgan sold the local 
Golden Gloves Committee on the idea that the kids who 
battered their way to the top in this grueling competi- 

(Please turn to page 80) 
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FOR THE JEWELERS OF AMERICA 
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THE C. B. RICH COMPANY 


Cc. B. RICH, President 


For many years C. B. RICH has served the midwest jewelers in their 


WATCH DIAL REFINISHING PROBLEMS 


and has now completed the establishment of two of the most modern and effi- 


ciently equipped watch dial refinishing plants in the country. 


The precision equipment of the CENTRAL DIAL & RADIUM 
CO. OF LA CROSSE, WISCONSIN, was purchased and to- 
gether with their highly trained employees, combined with 


the C. B. Rich Company of Chicago. 





Two complete watch dial refinishing plants are now being operated 


manacan to serve you; one on the 8th floor of the Heyworth Building in 


11 Years it Chicago Dial = Chicago, the other in the Rivoli Bldg. at La Crosse, Wis. 


or 


THERE IS NO CONNECTION BETWEEN THIS COMPANY AND ANY 
OTHER OF SIMILAR NAME. 
ee 0 comm 
We also own and operate the largest radium application plant in the 
United States west of New York City. This plant is working double 
time doing its share for United States defense on Airplane, Battleship 


and Submarine instrument dials. 





ALBERT RUOFF 

WE SOLICIT YOUR PATRONAGE — SEND US YOUR DIALS SHOP MANAGER 
14 Years’ Directing Dial 
WATCH CRYSTALS EXPERTLY FITTED Refinishing in Chicago 


and La Crosse 


Cc. B. RICH COMDANY 


COMPLETE DIAL AND CRYSTAL SERVICE 








CHICAGO, ILLINOIS 


29 EAST MADISON STREET 
8th FLOOR 
PHONE CENTRAL 6688 


LA CROSSE, WISCONSIN 


RIVOLI BUILDING 
4th FLOOR 
PHONE 2445.5 
















SUCCESSORS TO CENTRAL DIAL COMPANY 
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HERE ARE THE REVENUE-PRODUCERS FOR U. S. JEWELERS— 


DIAMONDS 


and Precious Stones 


26.0% 


Source: Census of Business, 1939. Figures apply to sales by 
jewelry stores with an annual volume of $20,000 or more. 


1.2% 


LUGGAGE 
and LEATHER GOODS 





CAMERA, HOUSE- 
PHOTO HOLD 
EQUIP'T. APP. 


11% 2.0% 


Census Bureau Analyzes Jewelers’ Sales 


HILE figures representing jewelry store sales 

in the U. S., in the various states and in cities 
of over 10,000 population have been available for a 
number of years, adequate data for the compilation of 
a commodity analysis of jewelry store sales have been 
lacking. 

The lump figures that were on hand showed only the 
broad outline of jewelry store sales, and the industry 
had to rely pretty much on population, income tax re- 
turns and automobile registrations to develop selling 
programs. 

Therefore, great expectations surrounded the 1939 
Census of Retail Business because every store with sales 
over $20,000 was asked to report not only the usual 
census information but also the dollar volume of its sales 
of various different kinds of merchandise. At last, be- 
sides over-all seles figures, would be available the dol- 
lar volume in diamonds! In watches! In silver! In the 
important allied lines ! 

Much of this desired information is now developed, 
for the first time, as the result of sales data from 2,328 
jewelry stores, published by the Census Bureau about 
Jan. 1 as the first of a number of studies for the various 
retail industries. But—and a whopper of a but—the 
Census Bureau failed to ask for separate data on sales of 
(1) silverware and (2) watches and clocks but, instead, 
for some unexplained reason lumped these two important 
classes of goods together, making the results completely 
meaningless. Might as well ask department stores for 
their combined sales of lingerie and hardware. 

With this exception, though, the Census study does 
provide a reliable guide to the different classes of goods 
sold in 1939 by all of the 4050 jewelry stores which 
that year had a sales volume in excess of $20,000. These 
larger and medium-sized establishments accounted for 
78 per cent of all jewelry store sales that year and con- 
sisted of nine stores selling more than $1,000,000, 23 
stores selling between $500,000 and $1,000,000, 86 stores 
_ selling between $800,000 and $499,999, 514 stores sell- 
ing between $100,000 and $299,999, 936 stores selling 


76 


between $50,000 and $99,999; 1,144 stores selling be- 
tween $30,000 and $49,999, and 1,338 stores selling be- 
tween $20,000 and $39,999. 

The following table lists the dollar volume of the 
various commodities sold in 1939 by the 4050 larger and 
medium-sized jewelry stores, in the same percentage as 
the Census Bureau returns from 2,328 representative 
jewelry stores in the same size-bracket: 


Per Cent of 
Kind of Goods Dollar Volume Total Sales 


Jewelry (except items below) 16.7 
Diamonds and precious stones 26.0 
Watches, clocks, silverware . 81.6 
Novelty and costume jewelry 43 
Cameras, projectors, films, 

graphic equipment and supplies .... 3,090,582 1.1 
Optical goods, frames, lenses 4.1 
Luggage and leather goods 1.2 
Radios, television sets, and parts.... 9,552,708 3.4 
Household appliances 5,619,240 2.0 
Repairs and other services 13,486,176 4.8 
Other sales 18,486,176 4.8 

Thus diamonds are in the driver’s seat accounting for 
about one-fourth of the revenue. How the 31.6 per cent 
figure reported for watches, clocks and silverware is 
divided among those goods cannot be determined from 
the Census Bureau’s analysis. Precious metal jewelry 
is the fourth principal revenue-producer. 

All these staples, of course, were sold by every store 
that reported sales of different commodities to the Cen- 
sus Bureau, but a number of other classes of goods were 
not stocked by all of the jewelers. This “allied” mer- 
chandise, an increasingly important factor in many 
jewelers’ merchandising during recent years, represents 
diversification and an attempt to broaden the jewelry 
store’s appeal to a wide sector of the public through the 
introduction of popularly priced merchandise besides 
those items that have been sold in old-line jewelry stores 


from time out of mind. 


COSTUME JEWELRY 


For instance, seven out of ten jewelry stores are found 
to be selling novelty and costume jewelry, for an aver- 
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HAVE YOU READ THESE BOOKS? 


Do your customers ever “stump” you 
with a question you can’t answer? At 
business gatherings do you have to step 
aside and let someone else talk and be in 
the limelight because you aren’t equipped 
to tell them? These authoritative and 
interestingly written books will be a great 
help to you on a wide range of subjects 
about your business. 


Look over the titles and see if you don’t 
want to have several of them. Just put a 
circle around the books you want on the 
coupon below, write in your name and 
address, attach your check, and send it to 
us. We will send them postage prepaid 
anywhere in the United States. The low 
prices of these books make it necessary 
for us to request remittance with the 
order, and no books sent on approval. 





For the Gem Expert, Connoisseur and Student 
of Gemology 


1 GEM STONES (NEW EDITION) 








G. F. Herbert Smith $4.00 
2 DIAMONDS ‘Frank B. Wade $2.00 
3 DICTIONARY OF GEMS 2. J. Rogers $1.50 
4 GEMS AND GEM MATERIALS 
Drs. Kraus & Slawson $3.00 
5 GETTING ACQUAINTED WITH MINERALS 
George L. English $2.50 
6 HANDBOOK FOR THE AMATEUR LAPIDARY 
J. H. Howard $2.00 
7 PEARLS V?. J. Dakin $1.00 
8 STORY OF THE GEMS UH. P. Whitlock $3.50 
9 TEXT BOOK OF PRECIOUS STONES 
Frank B. Wade $2.50 
10 A KEY TO PRECIOUS STONES L. J. Spencer $2.75 
11 PRECIOUS and SEMI-PRECIOUS STONES 
Michael Weinstein $3.00 
12 5,000 YEARS OF GEMS & JEWELRY 
Rogers & Beard $2.50 
13 AMERICAN GEM CABOCHONS 
Wm. C. McKinley $1.65 


For the Skilled Watch and Clock Maker, the 
Apprentice and Student 








14 CLOCKS AND WATCHES 6. L. Overton $1.25 
15 JUNIOR WATCHMAKER 4. Gideon Thisell $3.00 
16 MODERN ELECTRIC CLOCKS 5S. F. Philpott $2.75 


17 MODERN METHODS IN HOROLOGY 
Grant Hood $2. 
18 PRACTICAL BALANCE AND HAIRSPRING 
WORK W. J. Kleinlein $3.50 
19 RULES & PRACTICE FOR ADJUSTING WATCHES 
W. J. Kleinlein $3.50 
20 WITH THE WATCHMAKER AT THE BENCH 
Third Edition Donald de Carle $3.00 


21 MODERN WATCH REPAIRING & ADJUSTMENT 
Bowman & Borer $2.50 


22 IT’S ABOUT TIME 
Paul M. Chamberlain $7.50 


23 KEYSTONE WATCH REPAIR RECORD os am 

For the Jewelry Repairer, Engraver, Plater and 
Enameler 

24 seatimaesas® REPAIRERS’ HANDBOOK 





. G. Keplinger $1.25 
25 JEWELRY, GEM CUTTING AND METALCRAFT 

W. T. Baxter $2.50 
26 JEWELRY AND ENAMELING 46. Pack $2.50 


27 JEWELRY MAKING & DESIGN Rose & Cirino $10.15 
28 REFINING PRECIOUS METAL WASTES 





C. M. Hoke $5.00 
29 SHORT COURSE IN ENGRAVING FOR 
JEWELERS Villiam Kassel $ 50 
30 ART MONOGRAMS AND LETTERING 
(PAPER COVER) J. M. Bergling $2.00 
31 METALCRAFT AND JEWELRY 
Emil F. Kronquist $2.25 
32 TESTING PRECIOUS METALS WITH THE 
TOUCHSTONE C. M. Hoke $1.00 
33 MODERN ELECTROPLATER 
Kenneth M. Coggeshall $3.00 
On Silver for the Jeweler, Collector and Anti- 
quarian 
34 THE STERLING FLATWARE PATTERN INDEX 
With Binder $15.00 
Without Binder $10.00 


35 MARKS OF EARLY AMERICAN SILVERSMITHS 
WITH NOTES ON SILVER SPOON TYPES AND 
LIST OF NEW YORK SILVERSMITHS 


(1815-1841) By the late Ernest M. Currier $16.50 
36 ENGLISH SILVER (1675-1825) 
Stephen G. C. Ensko and Edward Wenham $2.50 
37 OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 5S. 8. Wyler $2.75 


i ee 


The Jewelers’ Circular-Keystone 


100 EAST 42ND ST., NEW YORK 


56TH AND CHESTNUT STS., PHILADELPHIA 


Please send me the following books: | 23456789 10 II 12 13 14 15 1617 18 19 20 21 22 23 24 25 
26 27 28 29 30 31 32 33 34 35 36 37 for which | attach my check in the amount of $................ 


NAME 
ADDRESS 
CITY 
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age revenue of $4,582 per store. While this popular- 
priced jewelry accounts for 4.3 per cent of the reported 
total sales of all the stores that reported to the Census 
Bureau, it represents 6.6 per cent. of the total sales of 
those establishments which stock and sell it. 

One summer resort and one winter resort state seem 
to place the greatest accent on costume jewelry. In 
Maine all jewelers who reported a breakdown of their 
sales said they handled costume jewelry, which pro- 
duced 11.6 per cent of their total sales volume. A slightly 
smaller proportion of the reporting Florida jewelers 
stocked costume jewelry but for a yield of 12.1 per cent 
of their gross. 

At the other end of the picture, jewelers in Maryland 
and the District of Columbia reported that costume 
jewelry represented only 1.7 per cent and 1.1 per cent 
of their entire volume for the year. 


CAMERAS AND SUPPLIES 

There weren’t as many camera bugs in ’39 as now, 
yet even in that year photographic equipment was a 
profitable revenue-producer for about one jewelry store 
in every four, bringing in an average of $2,832 in sales 
for the jewelers that catered to photo-fans. Jewelers 
in the Middle Atlantic, Mountain and Pacific states ob- 
tained from 1.3 to 1.5 of their total revenue from camera 
supplies, and down in Alabama a third of the reporting 
stores averaged $11,000 in sales of photographic equip- 
ment for 9.5 per cent of these stores’ proceeds. 





OPTICAL DEPARTMENTS 

In the $20,000 and up size bracket, on which all of 
these figures are based, one jewelry store in every three 
houses an optical department, which delivered an aver- 
age of $8,047 in sales per store in 1939. If a store sold 
optical goods, this type of sale represented 9.5 per cent 
of its average whole volume. 

Optical departments were relatively of greatest im- 
portance in South Dakota, where seven of the 12 report- 
ing jewelry stores averaged optical sales of $8,000 for 
nearly 25 per cent of their entire volume. Other states 
where optical promotion was of special importance to 
jewelers include Colorado, New Hampshire and Rhode 


Island. 


LUGGAGE AND LEATHER GOODS 

Jewelers who have given the greatest all-out push for 
luggage and leather goods seem to be concentrated in 
New England and the West South Central states of 
Louisiana and Texas. Three of the nine stores that re- 
ported in New Hampshire averaged leather sales of 
$5,000 per store, 6.7 per cent of these stores’ volume. 
and in Louisiana more than half of the 31 stores said 
they sold such merchandise for an average of $5,722 
per store and 4.9 per cent of their entire sales. On the 
other hand, this activity seemed to lag in the Atlantic, 
North Central, Pacific and Mountain states, and in Ken 
tucky, luggage and leather goods sales accounted for 
only 0.2 per cent of all sales reported by Kentucky 
jewelers. 
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Adaptable for 5-10-15 
point stones 


Sizes 'f to | karat 


ONE PIECE CONSTRUCTION 
WITH OBLONG BASE FOR WIDE SHANKS 








és 
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RADIO SETS AND PARTS 

Nearly as productive of revenue as optical goods and 
costume jewelry were U. S. jewelers’ radio sales de- 
partments in the Census year, with two stores in every 
five reporting sales energy behind this field. These 
stores averaged $6,404 from the sale of radios, tele- 
vision sets and parts, for 7.2 per cent of their year’s 
total. 

Here New England, Atlantic and Mountain jewelers 
derived the greatest proportionate sales, with the least 
relative activity apparent in the West North Central 
and Southern states. In New Hampshire, three of the 
nine jewelers that furnished an analysis reported 
activity with radios, sales of which averaged $19,333 
per store, for an average of 24.1 per cent of these stores’ 
whole volume, and in Maine five of the 15 reporting 
stores averaged $18,200 from radio sales, for 16.9 per 
cent of their year’s volume. 


HOME APPLIANCES 

The Pacific and Mountain jewelers provided the best 
relative showing in the sale of domestic electric and gas 
appliances to their total sales, with nearly one-third of 
the Washington stores averaging $24,000 in sales per 
store for these commodities, which yielded 16.1 per cent 
of their entire gross. In Oregon, five of the 24 report- 
ing jewelry stores averaged $27,000 per store, repre- 
senting 15.2 per-cent of their total sales. 

For the country as a whole, domestic appliances were 
sold in 1939 by one jewelry store in every four, and for 
these stores yielded 5.7 per cent of their sales totals. 


REPAIRS AND OTHER SALES 

Reliable criteria on jewelers’ proceeds from repairs 
were not produced in the Census Bureau’s analysis of 
commodity sales because the block in the Census form 
where the stores were directed to enter their dollar 
volume for various commodities sold during 1939 failed 
to provide for “repairs,” and stores were not required 
to report repairs under a supplementary block unless 
they amounted to more than five per cent of their entire 
volume. Thus, though all jewelry stores derive some 
revenue from repairs, the repair volume is reported for 
only 1200 of the 2328 stores, and is not revealed for 
the other 1128 stores where repairs amounted to less 
than 5 per cent of their sales. 

Repairs brought in 8.2 per cent of the volume of 
those stores that reported them, and 35 of the 44 report- 
ing Iowa jewelers actually derived 13.2 per cent of their 
year’s revenue from such services. 

Copies of the Government bulletin from which this 
story was prepared may be obtained from the Superin- 
tendent of Documents, Washington, D. C., at a price of 
10 cents. Ask for “Census of Business: 1939. Retail 
Trade. Jewelers’ Commodity Sales.” 


More AND More large plants are faced with the 
necessity for bolstering employee morale and satisfac- 
tion on the job as the difficulty of securing new workers 
increases. That means that more and more jewelers 
have the chance to sell silver loving cups which will 
be increasingly awarded for the best safety records, 
sales records, etc. 
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12 FAST SELLING 
i paGR) in this 


Beautiful New Pattern 








Here’s a beautiful silverware «s- 
sortment in just the patterns your cus- 
tomers want at prices they want to pay. 
A new Rose Leaf Pattern executed on 
famous Benedict silverplate, priced to 
sell at $43.00 list, (Keystone) for the 
entire assortment of 12 pieces. 


This stunning floral pattern makes a fast seller. 









Bonbon dish 





Compéte 


Fruit or 
Cake dish 





Flower centerpiece 
Diameter—7% inches 


Flower centerpiece 
Diameter—10% inches 


© CHECK THESE FEATURES: 


@ attractive designs 

@ full burnished silver plate 

@ large serviceable diameters 

@ fully guaranteed 

Be ready for profitable sales! Send 
in your order today for the Rose 
Leaf Pattern assortment of 12 pieces 
as illustrated. 


BENEDICT MEG. CO. 


East Syracuse, N. Y. 





Olive, Jelly or Nut dish 


Dept. 21 
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BLACK ONYX 


Men and women, both, are showing strong 
preference for black onyx rings. These 
Church designs are only a few of many. 


All are procurable with or without diamonds. 
Ladies rings range in price from nine dollars, 
upwards; men’s, from fifteen dollars, upwards. 


Ask to see the Church line before you buy. 
They are real business builders. 


Prices quoted are Keystone. 


\ 
IN 
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FOR GOOD RINGS .GO TO CHURCH 


CHURCH & COMPANY 


MANUFACTURING JEWELERS 


gs 


336 MULBERRY ST. wag NEWARK, N. J. 
West Coast G. H. OTTO 209 POST ST. SAN FRANCISCO 













TROPHIES FOR USE 
(From page 74) 


tion would a lot rather have watches that would be both 
handsome and useful than any other kind of trophy. He 
got an order for eight high-grade watches—one for the 
winner in each of the weight classes—and eight less ex- 
pensive ones for the runners up. 

C. D. Goff, Tampa, Fla., is another jeweler who never 
misses an opportunity for prize business. Pistol and 
rifle shooting are favorite sports in Florida, and Goff 
gets a lot of additional business every year through his 
activities in boosting watches as tournament awards. 
Last year among his other successes was a sale of four 
high-grade watches as prizes for the National Midwinter 
Pistol Matches. 

The sale of watches and other jewelry items as prizes 
is by no means limited to the world of sports. Last sum- 
mer a contest was held in Brooklyn for the best home- 
made hooked rug, and the award offered to the winner 
was a diamond-set wrist watch. Sterling bowls, vases 














Watches, sold by Nate Morgan of Pocatello, Idaho, were voted 
something worth fighting for by the 16 local Golden Gloves boxing 
champs who won them. 


and trays are favorite prizes for flower shows and there 
are plenty of other feminine competitions throughout 
the year. 

Indiana being the hot-bed of basketball, jewelers of 
the Hoosier State naturally find many opportunities for 
cashing in on the activities in this sport. Thus, Kern’s 
in Fort Wayne, were right on the job when Central 
Catholic High School of that city won both the state and 
national Catholic championships. Thirteen watches, plus 
half a dozen conventional trophies were the result. The 
watches, each tagged with the name of the player who 
was to receive it, along with the other trophies, pictures 
of the team, and banners were displayed in the store’s 
window for a week and attracted an enormous amount of 
attention. 

Right there, incidentally, is a big “by-product” value 
in the selling of prizes. Local townsfolk are always 
keenly interested in their local champions, and the 
jeweler who has supplied the trophies that are awarded 
them can always get exceptional attention value from an 
appropriate window display, and has little difficulty in 
obtaining plenty of newspaper publicity. 

Both in direct sales and in building prestige it pays to 
cultivate this “prize market.” 
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MARRIAGES AT PEAK IN 1941 
(From page 45) 


The distribution of marriages by months, during the 
last three years, is shown in the following table: 


1941 1940 1939 
January 5.6% 5.7% 6.1% 
February peo Brak 5.7 4.7 5.6 
a ee 6.0 6.0 6.1 
. eer WA Te 7.9 6.7 7.7 
May ss bE LEAS Bo 10.0 9.1 10.1 
June... Te eae 11.5 10.9 11.9 
WE oo coh ns ceaveis coe ukas ae 7.9 8.0 
August .......... .. 10 13.5 10.1 
September .. Sahaade bets 8.5 10.6 99 
October ........... a: 10.3 8.7 
November ....... wees, _, ae 7.6 8.2 
CN coe ora 10.3 7.0 7.7 


December actually had more marriages than June in 
New York, Baltimore, St. Louis, Washington, Kansas 
City, Indianapolis, Houston, Seattle, Denver, Louisville, 
Oakland, Dallas, Birmingham, San Antonio, Omaha, 
Oklahoma City, San Diego, Richmond, Fort Worth and 
Jacksonville. 

Boston and Worcester had most marriages in October. 
August was the leading month in Cleveland and Toledo. 
May led in Detroit, and March, which was the poorest 
month in 13 of the 50 largest cities, had more marriages 
than any other month in Miami. 

There were fewer marriages in January than in any 
other month. 

The distribution of marriages in normal years is de- 
termined by the climate, religious customs and occupa- 
tions prevailing in the city in question. 

Greater increases were shown in the industrial areas 


most vital to the national defense program. 

Cincinnati showed the greatest gain of any of the 50 
cities with an increase of 51 per cent. The Queen City’s 
issuance was just about double that of 1929. 

Next in order were San Diego, the naval center, with 
a 47 per cent gain and Baltimore, aircraft and steel 
center, with a 47 per cent gain. 

Dayton had a 42 per cent gain, which would have been 
higher except for a pre-marital health law which took 
effect Aug. 18. Most large Ohio cities, with the excep- 
tion of Cleveland, showed considerable increases: Day- 
ton with 42 per cent; Columbus, 22 per cent; Youngs- 
town and Akron with 17 per cent, and Toledo with 16.5 
per cent. 

The six very largest cities failed to approach the gains 
made by most other cities. Defense industries in these 
cities employ a smaller proportion of the working popu- 
lation than in the smaller cities. Likewise, any influx of 
outside workers engaged for defense work, isn’t as per- 
ceptible in the vast population of these cities. 

Issuance in New York City during the first 11 months 
of the year was just about equal to the same period in 
1940 but following Pearl Harbor there were daily line- 
ups that required eight and ten policemen to manage. 
Nearly 20,000 people were in those lines. Men in uni- 
form were moved to the head. 

Los Angeles County (including Long Beach) showed 
a gain of 19.2 per cent; Detroit followed with 12.3 per 
cent; Chicago with 9.5 per cent; Philadelphia 8.4 per 
cent and Cleveland 3.4 per cent. 

Other large centers of population, but not large 
enough to be included with the 50 largest, showed the 
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In or Out of the Water... 


“PETE” DESJARDINS 


OLYMPIC DIVING CHAMPION 


Proudly Wears His 


RACINE Waterproof WATCH 








@ Active men and women need a watch 
geared for today's extraordinary pace. Here is 
the timepiece that is ideal for this period of 
emergency. Equipped for service on land, sea, 
or air. Fine 15 Jewel Gallet movement with 
Nivarox Hair Springs and Glacidur Metal Bal- 
ances. Guaranteed waterproof after 3 submer- 
sion tests. Send coupon today. No obligation. 


Special Construction 
Features: 


© It's stainless 

® It's solderless 

© It's watertight 

® It's non-corrosive 
® It's non-magnetic 
Available in Men's and 


Ladies Models: also for Doc- 
tors and Nurses 


JULES RACINE: & CO. 
20 West 47th Street, N. Y. C. 


Please send me data on your Waterproof Watches 
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following percentage changes from the previous year: 
Grand Rapids, + 9.7 per cent; New Haven, + 16.4 per 
cent; Des Moines, — 34.1 per cent; Flint, + 15.3 per 
cent; Salt Lake City, — 1.4 per cent; Springfield, Mass., 
-++ 13.7 per cent; Bridgeport, + 20.7 per cent; Norfolk, 
-+- 13.9 per cent, and Albany, + 15.0 per cent. 


1942 STARTS STRONG IN MANY CITIES 


Marriage license clerks continued busy in January of 
this year, and while it is doubtful that the issuance this 
year will equal that of 1941, it is believed that gains will 
be shown by many cities. 

Detroit may show a gain as single men arrive to take 
work in the auto plants now being converted to war pro- 
duction. The courts there have waived the customary 
five-day waiting period for licenses in favor of men in 
uniform. The bar association in December appointed a 
committee to expedite license issuance for these men. 

The Los Angeles County Clerk expects more marriages 
if defense industries remain there; fewer if they're 
moved. 

Baltimore may expect another good year. 

Boston in the first half of January had almost 50 per 


MARRIAGES IN 20 LARGEST CITIES, BY THOUSANDS 
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cent more marriages than a year ago, with about one- 
third of the bridegrooms in uniform. 

Pittsburgh expects as many or more. 

Washington, D. C., which had‘a 37 per cent increase, 
may also expect as many newlyweds, but where’ll she 
house them? 

The license clerk in Louisville expects to be busier be- 
cause soldiers encamped nearby won't be getting fur- 
loughs and their fiancees will be coming there to be 
wed. 

Cupid should have a good year in Portland, Ore., 
where there will be several new industrial plants and 
more ship-building. 

Birmingham had an all-time high in December and 
with continued good business should have a good year. 
Hartford, with expanding aircraft and machine tool in- 
dustries should have more. Flint will also be busier. 

Marriage license clerks in the following cities also in- 
dicate they expect to issue still more licenses this year: 
San Francisco, Milwaukee, Houston, Louisville, Oakland, 
Dallas, Dayton, Oklahoma City, San Diego, Worcester, 
Richmond, Fort Worth and Jacksonville. 

License clerks in a number of other cities are not as 
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hopeful and look to a poorer year for the reason that 
most eligible men will be in uniform. 


MARRIAGE RATE DROPS DURING WARS 


Just as it is almost inevitable that this year and each 
succeeding year that this country is actively engaged in 
war, the marriage rate will be lower than it has been in 
normal years, just so there will be a marked increase in 
the rate when uniforms are again doffed and people re- 
turn to peacetime pursuits. 

Jewelers who sell the rings and the pearls that adorn 
brides, and the silver, the crystal, china and clocks and 
similar goods which go to make homes, will do well to 
remember that while 1941 was a boom year in the mar- 
riage mart, the sales possibilities from the year’s crop 
of brides have not been exhausted by any means. 

Tens of thousands of these brides were war brides who 
have wrapped up their fond desires for homes, along 
with their bridal veils, and stored them all away in their 
hope chests until “Johnny comes marching home again.” 


SELL THE BRIDES NOW OR CLOSE SHOP 


While the sales potentialities of this vast market is 
frozen to a degree, until the cessation of hostilities, the 
jeweler who fails to do everything possible to interest 
these young women (most of whom are or will be em- 
ployed), in acquiring their flatware, china and crystal, 
now, should call in their favorite mortician. 

The jeweler—retailer and manufacturer alike—who 
maintains the character of his service and continues to 
keep the names of his products before the public through 
advertising, will be in a dominant position to handle the 
flood, of wedding business when the dam breaks after 
the war. 
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JEWELER GIVES HONEYMOON TRIP AS PRIZE 


More than 1600 young couples planning marriage 
visited the Kortz-Lee Jewelry Co., Denver, Colo., as 
a result of a novel contest designed to bring future 
bridal business into the store. 

The contest came about when T. Kortz, manager of 
the store, developed a new wedding ring consisting of 
a small diamond and two ruby hearts, set in 18 karat 
gold. Contestants had only to enter the Kortz-Lee store, 
ask for an entry blank, examine the ring, and suggest 
a name for the latter. Each entry was to be accom- 
panied by a “quality clip,” a small tag taken from any 
article purchased in the Kortz-Lee store, or a fac- 
simile of the tag. 

The contest was advertised in both Denver news- 
papers and over the air in numerous spot announce- 
ments each day. In addition to this, Mr. Kortz built 
one of the largest display signs ever seen in Denver, 
covering the entire left wall of the store. This was a 
huge 30 foot “map” done in tinsel, and water colors, 
depicting a panorama of Denver at the left end, and of 
Hollywood at the right. The space in between showed 
points of interest on the trip, with a pattern of hearts 
instead of arrows showing the passage of contest win- 
ners to the movie city. The prize of the contest, which 
attracted a great deal of attention from young Denver 
newlyweds, was a free honeymoon trip to Hollywood 
and back, entirely at the expense of the store. 
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MORE THAN EVER 


AMERICAN WOMEN 


depend on 


Rartara Bates 


FOR THE GIFT OF Lovely 







“GALLANT” 


Brilliant new features make this set a winning gift 
number. Hinged mirror, utility pocket, every acces- 
sory super-quality, and fine gold plated. An exclusive 

* Barbara Bates design in genuine leather. 
$12.50 retail (plus tax). 








New " DOUBLE-DUTY” 
Very new and most appealing ee gear | to women 
who want a compact manicure kit to tuck into small 
spaces. Complete and attractive in every detail. 


$4.50 retail (plus tax). 


As seenin ¥ 
VOGUE 2 SEZ 
. "AMERICANA" 


Women from coast to coast will ee this 

* manicure gift, especially now. Combines glamor, 
quality on utility. An unusual 1942 value at your 
most popular price. $5 retail (plus tax). 


Wr feminine hands ALL OUT for defense, 
Barbara Bates Manicure Sets reach a new high 
as today’s most desirable gift. Inspired jewelers 
will make these stunning NEW Barbara Bates 
sets their first recommendation for the gift that’s 

* really appropriate and timely. Take advantage 
of Barbara Bates’ wonderful display value! Be 
foresighted—keep your 1942 stock replenished 
and up to date! 


Barhara Bates 


Cc. J. BATES & SON, CHESTER, CONN. 
AND 366 FIFTH AVENUE, NEW YORK 
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TABLE-SETTING CONTESTS INTEREST SORORITIES 


Realizing that the college girl of today is the home- 
maker of tomorrow and as such is an excellent future 
prospect for silver, china and glassware as well as for 
rings and other personal articles, the Frank Mindlin 
Co., jewelers at Albuquerque, N. M., make a periodic 
appeal to these young women with sorority table-set- 
ting contests. 

Because they provide the organizations with valuable 
publicity as well as give members an opportunity to 
express their artistic talents, the sororities invariably 


In selecting silver, crystal and china for these tables, the college 
girls become thoroughly familiar with the store's stock and sales- 
people; hence develop into better customers. 
welcome the contests. Such an event constitutes legit- 
imate news for the society pages, so it’s invariably well 
covered—giving the store as well as the girls some 

worthwhile public recognition. 

Each of the several sororities at the local university 
is asked to appoint a committee to participate in the 
table-setting event. The girls are provided with all 
necessary supplies and equipment — anything they 
might want to carry out the table decoration planned. 
A furniture store cooperates by providing the tables, 
a florist furnishes the flowers desired, and so on. 

The tables are set in the main aisle of the store, each 
labeled with a card showing the individual sorority 
name. An independent committee of impartial judges— 
all people from outside the Mindlin organization— 
judges the tables. Thus, the danger of the store’s of- 
fending any one group is eliminated. 

The contests are well advertised as indicating cur- 
rent style trends and preferences among the younger 
generation, the general public being invited to view the 
tables. A good amount of outside traffic is invariably 
brought in. 

One of the principal benefits of the plan from the 
standpoint of getting the college girl business later on 
lies in the fact that the committee members often go 
over the entire stock in selecting merchandise for use 
on their tables. In so doing they become acquainted 
with the variety and quality of the stock—and at the 
same time learn to know and like the store personnel. 


Is THERE ANY PLACE in your store where would-be 
purchasers can sit down and “talk it over”? Many a 
“Jet me think it over” would turn into a sale if the 
discussion and decision were facilitated by a couch or 
bench and privacy. 
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"PERSONALIZED" MANUFACTURERS’ LEAFLETS 


Personalizing his store in the direct-mail pieces of 
manufacturers increases profits materially, according to 
G. A. Borg, general manager and treasurer of True 
Bros., Springfield, Mass., jewelers. Mr. Borg believes 
that to get the maximum results it is desirable for a 
dealer to tell about his store in such mailing pieces to a 
much larger extent than is ordinarily done by a mere 
imprint of the dealer’s name and address. 

He realizes the obvious fact that the cost would be 
prohibitive for a retailer to produce literature of a qual- 
ity comparable to that offered by manufacturers, and 
frequently takes advantage of their offers to supply 
mailing pieces. But he actually makes such mailing 
pieces his message to his customers and prospects. A 
good example is a pre-Christmas mailing of one manu- 
facturer’s silver book to a select list which included 
charge customers and about 2500 school teachers. By 
pasting a 150-word message, “Solve Your Gift Problems 
at True Brothers” on the inside front cover, Mr. Borg 
made this book really representative of his store. This 
message, in fact, became a preface to the book, pointing 
out that the store carries a large variety of gifts from 
$1 up, mentioning the divided payment plan, and end- 
ing with the reminder that it costs no more to have gifts 
carry “True Bros.” prestige. 


He believes, too, in faithful adherence to certain rules 
of direct mail which, he says, are well-known but often 
overlooked. First, make mailings timely. (He was very 
successful with a mailing of a watch manufacturer’s 
leaflet two weeks before the Springfield high schools 


held their graduation exercises last year.) Secondly, 
make direct-mailing reflect the store’s atmosphere. 

Mr. Borg has found that, for his own mailings, it 
pays to use the best quality of letterheads, first-class 
postage, the best personal fill-in job obtainable, and the 
firm’s address, but not the name, in conservative, small 
print on the back of the envelope. 





DETERMINING MARK-DOWN VOLUME 


Scientific Price fe a eg, re ‘Allen W. Rucker, 1940, Eddy-Rucker- 
Nickels Co., Cambridge, Mass. $5. 


HANDY manual which the author describes as “the 

first attempt to apply a scientific approach to what 
is probably the knottiest problem in business.” That 
problem is the accurate determination of the additional 
volume that is needed to provide the same profit when 
prices are reduced (or expense is added). 

The required increase is not merely that needed to 
restore the former dollar volume, because the margin 
per dollar of sales is also decreased. Also the volume of 
increase in gross sales that is required varies with the 
original gross margin on the goods, so that several ele- 
ments have to be allowed for in order to arrive at the 
correct answer. 

This book explains the principles, gives examples, and 
most important of all, provides a series of practical 
charts from which the answers can be read at a glance 
for every conceivable combination of mark up and re- 
duction percentages. Charts are printed in color on 
cardboard to provide long life against the wear and tear 
of constant handling. 









- No. 435W 
Size 8” x 5%”. 4” raised nu- 
meral dial. Genuine walnut case. 


time movement. 
Self-starting electric time move- 





CLOCK QUALITY THAT CAN’T BE IMITATED 


As new homes go up, so do the sales of fine clocks—especially with those 
jewelers who show new Sessions models. For Quality Electric and Spring 
clocks say Sessions to your Wholesaler. Send for new catalog. 


No. 424W 
Size 5%” x 4%”. 4” square dial. Plastic 
molded case. Colors: 


or mottled brown. Self-starting electric 





No. 390W 
Size 7%” x 4”. 4%” x 3” oblong 
dial with two-tone numerals. Gen- 
ivory, white, red, uine walnut case in modern style. 
Self-starting electric time movement. 






No. 390B-1 





ment. 










Size and case same as No. 390W. 





Self-starting electric movement with 











bell alarm. 
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Brackin's, Birmingham, show cancelled Federal tax checks totaling 
$19,601. and $5,000 of Defense Bonds given employees at Christmas. 


The jewelry tax is only a part of what the jeweler is contributing 
to help carry on the war. In countless other ways he is proving 
himself a valuable asset to his country in the present emergency. 


EWELERS throughout the country can take pride 
in the contribution which their industry is making 
toward the all-out war effort. 

Not only are jewelers, like all other Americans, pay- 
ing the highest income taxes, surtaxes and corporate 
taxes in the history of the country. Not only are they 
pouring into the U. S. Treasury every month millions of 
dollars from the special tax on jewelry, watches and 
silverware. On top of all that, the jewelry industry of 
its own free will and on its own initiative is rendering 
a lot of other valuable aid in the task of bringing the 
war to a victorious conclusion. 

Watch and clock manufacturers, silversmiths, and 
those makers of jewelry who have equipment suitable for 
the work, are producing essential military equipment 
and supplies. Watchmakers who learned and practiced 
their craft in jewelry stores have proved of untold value 
in providing the skill that is so vitally needed in the mak- 
ing of delicate aviation instruments and timing devices. 

One jeweler that we know of, Joseph Shawl of Cleve- 
land, Ohio, is starting a program entirely at his own 
expense to give young men a special intensified course 
of training to prepare them for this highly important 
work, 

Mr. Shawl got in touch with the local Office of Pro- 
duction Management a few weeks ago and proposed to 
set up a shop in the basement of his jewelry store where, 
with his skill and tools, 25 men at a time would receive 
the pre-apprenticeship training needed in industries 
where precision workmanship counts. He offered his 
full time to teaching, and, given students with a little 
aptitude for the work, he intends to turn out a class of 
potentially skilled men every eight weeks. 

He would not accept rent, pay, or any other compen- 
sation for his work. 

A field representative from the Apprenticeship Sec- 
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tion of the Department of Labor called on Mr. Shawl 
and was so impressed by his skill, earnestness and initia- 
tive that he resolved to aid the jeweler in furthering the 
project. 

As a result of their combined efforts, the school, 
equipped with additional tools and students, will shortly 
be established in the basement of Mr. Shawl’s neighbor- 
hood jewelry store and may become a model for similar 
programs all over the country. 

No other field of business has been more cooperative 
than the jewelry trade in furthering the sale of Defense 
Bonds and Stamps. For example, in order to get the 
people of his community started in the habit of buying 
Defense Stamps, E. W. Hickey, manager of Zimmer’s, 
Tarrytown, N. Y., gave to every customer who made a 
purchase of $3 or more during the month of December 
an album for the 25 cent denomination with the first 
stamp already pasted in. It was not done as a promo- 
tion stunt—no effort was made to commercialize upon 
it, and it was not mentioned in any of the store’s adver- 
tising. Not until the customer had made his purchase 
was the matter referred to—then the sales person simply 
handed out the book with one 25 cent stamp in it with 
the compliments of the store and an expression of the 
hope that the customer would continue the regular and 
frequent purchase of stamps till the book was filled. It 
cost the store several hundred dollars, but as Mr. Hickey 
put it, “we’re glad to do what we can, and the money 
isn’t going to do us any good unless this threat to our 
national existence is wiped out.” Moreover, if all the 
customers go on and fill their books, it will bring nearly 
$20,000 into the U. S. Treasury. 

Mr. Hickey, incidentally, is not only giving his money, 
but also his time and energy to the war effort, being the 
chairman of Tarrytown’s Defense Fund Committee. 

Many other jewelers have given their employees 
Christmas bonuses of Defense Bonds. At Brock & Co., 
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Los Angeles, every employee, regardless of position or 
length of service, received a $25 bond in this way. The 
Meyer Jewelry Co., Detroit, distributed over $17,000 
of the bonds among its ninety employees, as a Christmas 
gift from the firm. The Michaels stores in Connecticut 
accounted for approximately $25,000 in the same man- 
ner in addition to substantial cash bonuses, and others 
that have come to our attention include Max Baum, Gal- 
veston, Texas; Brown’s, Stamford, Conn.; the Interna- 
tional Jewelry Co., York, Pa.; the Lester chain in Texas 
and Oklahoma; the Morris Square Deal Jewelers, Beth- 
lehem, Pa.; Royal Jewelers, Ashland, Ky.; Wilson’s, 
Syracuse, N. Y. 

Many manufacturers in the jewelry field have fol- 


lowed the same plan, and unquestionably there are hun- 


dreds of other retailers who have done their part just 
as patriotically, but of whose actions we do not happen 
to have heard. 

Nelson Brackin, Birmingham, Ala., has done a splen- 
did job of educating the public of his city to a realiza- 
tion of the part that the retail jeweler is playing in the 
war effort. Recently, Mr. Brackin devoted one of his 
windows to a display of the cancelled checks which he 
had paid to the Federal Government in taxes during the 
past year, totaling $19,601.97, and the more than $5,000 
worth of Defense Bonds which the firm had purchased 
for Christmas gifts to employees, with appropriate cards 
of explanation. A retail establishment that provides 
some $25,000 in a single year to the support of the 
Government can hardly be classed as a “non-essential”’ 
enterprise, and Brackin’s demonstration showed the pub- 


lic unmistakably that the jeweler is a useful citizen in 
war as well as in peace. 

Jewelers everywhere are offering the facilities of their 
stores for the sale of Defense Bonds and Stamps to the 
public; they are setting up plans for their regular and 
systematic purchase by employees; they are serving on 
war committees, as air raid wardens, and—biggest con- 
tribution of all—they and their sons by the hundred 
have entered the fighting services and are ready to give 
their lives, if need be, to defend the things that are 
America. 

Hats off to a patriot—the American jeweler! 


SHORTAGE MAY LIFT SILVER PRICE 


With the expected continuance of the War through 

1942 at least, it is possible that the increased use 
of silver this year may raise consumption to a point 
where a shortage of the white metal would occur, and a 
consequent advance in price would result, says Handy 
& Harman’s annual review of the silver market. 

The firm emphasized, however, that the shortage of 
silver and its price advance were merely a possibility 
and not a prediction. “On the other hand,” the state- 
ment went on, “we do not expect a decline in the price 
of silver below 35 cents. The Treasury has maintained 
this buying rate since July, 1939, and there is no evi- 
dence of a change in the Government’s silver policy.” 

An all-time record for silver consumption—up nearly 
95 per cent from the previous year—was set in 1941 
by the arts and industries of the United States and 
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OOD TIMES OR BAD, war or peace, new 
competition or old, a new Kawneer Store 
Front is still your best insurance for long-swing prosperity 


and better sales volume. 


Right now’s the time to secure this splendid protection 
against whatever the future may bring. Check with your 
local Kawneer distributor about the Kawneer stock he has 
on hand for immediate use—be sure you get the extra 
features that only Kawneer resilient construction offers. 
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NILES MICHIGAN 





The Kawneer Company, Niles, Michigan. 
ase send illustrated booklet on Kawneer Store Fronts. ] 
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MANUFACTURERS 


Enlarge and enhance your 


wedding ring line with 
SHERMAN Rim Rings. 
r Made in 14k 
(all colors) and 

platinum. 


Write us for 
quantity prices. 


Refiners—Metallurgists—Manufacturer? 


197 Canal Street New Yerk 


LOVE RINGS 











oy vteor STICKERS 
FREE! 





Gummed reproductions of this insignia in red, 
white and blue, 442” wide, are available for your 
use on windows, doors, counters, etc. We will 
furnish them to you without charge, upon request. 


Write for yours, TODAY! 


LOUIS STERN 
COMPANY 


PROVIDENCE, R. I. 





































Canada. Canada’s share of the 80,000,000 ounces used 
last year dropped to less than 5 per cent, because most 
of the expansion in industrial consumption oocurred in 
the United States. Here, there was greater public de- 
mand for articles made of silver; a growing substitution 
of silver for nickel, copper or other metals under priori- 
ties, and a rapid increase in the use of silver for War. 

“Sales of silverware to the general public,” the 
report said, “were stimulated by the lessening of 
unemployment and greater general prosperity, together 
with accelerated marriages as a result of enlistments 
and the Selective Service Act. These indirect influ- 
ences of the war upon the use of silver resulted in an 
increase in consumption of the white metal in the arts 
for 1941 to a figure well above the amount of any 
previous year.” 

To conserve War materials such as copper, nickel, 
aluminum and tin, silver is being substituted both in 
industry and the arts. “For example, silver alloys 
containing only small percentages of scarce metals are 
being used in place of brass and nickel alloys. Pure 
silver wire is replacing copper wire in certain electrical 
appliances and small motors. As a plating material, 
silver is. producing corrosion-resistant surfaces upon 
substitute metals that are satisfactory in other respects 
but lacking in this quality. Also, because of its peculiar 
properties, silver may be used in combination with 
lead to substitute for tin-lead solders, thus saving large 
amounts of tin. These and many other substitute 
uses will absorb increasing quantities of silver as long 
as there continues to be a shortage of other metals.” 

Other millions of ounces of silver are needed else- 
where in the War effort, for ships, planes, tanks, trucks, 
guns, shells, bombs, torpedoes and a variety of equip- 
ment. Besides brazing alloys, silver compositions are 
used in the manufacture of electrical contacts, and pure 
silver is employed for making airplane bearings, photo- 
graphic film, surgical materials and pharmaceutical 
products. 

The New York market was quiet and steady with 
the “official” quotation at 3434 cents until Nov. 28, 
1941, when it advanced to 3514 cents and remained at 
that figure for the balance of the year. This advance 
in price followed an agreement by the U. S. Treasury 
to buy newly-mined Mexican silver at the daily price 
quoted by the Treasury, which has held steady at 35 
cents since July 10, 1939. 

This agreement caused an advance in the New York 
market price because the War has shut the silver out- 
put of Europe, Asia, Africa and Australia off from the 
United States; the Treasury has absorbed all newly- 
mined American silver at 71.11 cents, and the Treasury 
had also bought at its day-to-day rate of 385 cents a 
substantial part of Canada’s production under an agree- 
ment with the Canadian Government. 

Thus less than half of the world’s 1941 silver pro- 
duction was available to industry in the United States, 
and the diversion by direct sale to the United States 
Treasury of any substantial portion of Mexico’s sil- 
ver output would have created a serious situation; hence 
the increase in the market price of silver for industry 
to a figure above the Treasury’s buying rate. 

Handy & Harman estimated silver production of the 
Western Hemisphere at 203,500,000 ounces, apportioned 
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as follows: United States, 70,000,000 ounces; Canada, 
22,000,000 ounces; Mexico, 79,000,000 ounces; Central 
America and the West Indies, 4,500,000 ounces, and 
South America, 28,000,000 ounces. U. S. output in- 
creased 3,000,000 ounces, but the total amount fell short 
of 1940’s Western Hemisphere production by nearly 
10,000,000 ounces. The rest of the world is estimated 
to have produced 64,000,000 ounces of newly-mined sil- 
ver, though actual statistics have not been available 
since 19389. : 

Average silver quotations for each year since 1931 
follow: 1981, 28.701c; 1932, 27.892c; 1933, 34.727c; 
1934, 47.973c; 1935, 64.273c; 1936, 45.087c; 1937, 
44.8838c; 1938, 43.225c; 1939, 39.082c; 1940, 34.773¢; 
and 1941, 34.783c. 


EXHIBIT BUILDS WATCH REPAIR VOLUME 


Taking advantage of free exhibition space in one of 
the city’s largest downtown banks, Cochron & Sexton, 
of Nashville, Tenn., experienced a healthy growth in 
their repair business as a result of a two-week exhibit of 
American- and European-made watches since 1850 and 
of hand-made watches dating back to 1675. 

Besides a “‘pre-minute-hand watch” of 1675, a Rotter- 
dam watch of 1710, a watch with a repousse case of 
1767, London watches of 1776 and 1798, and French 
watches of 1760 and 1780, the exhibit included many 
watches revealing the development of the case, and five 
movements, mounted in luxite, showing the development 
of the watch escapement. 





A Nashville bank has given display space in its lobby to many of 
the city's business institutions, but few exhibits ever attracted as 
much interest as this showing of old watches by Cochron & Sexton. 


Centering the American watch section of the exhibit 
was a pen-drawn chart showing the evolution of the 
principle American watch “families” since 1850. 

Composing the firm of Cochron & Sexton are S. George 
Cochron and E. M. (Mack) Sexton, with whom is asso- 
ciated the veteran watch repairer L. D. Staleup, who had 
much to do with preparing the exhibit and who furnished 
several of the watches in it. Mr. Cochron is past presi- 
dent and Mr. Stalcup is secretary of the Tennessee 
Watchmakers & Jewelers Association. 

Officials of the bank stated that the watch exhibit was 
one of the most popular ever held in the bank’s lobby. 











Ave you Conszaering 


GOING OUT OF BUSINESS 














A definite decision? or a half-formulated plan in your mind? 
In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make the 
highest bid. For further facts about us, consult the Jewelet’s 
Board of Trade or your local bank. And to give you some 
idea of the calibre of stocks we have purchased, here are 


a few of the many jewelry stocks 
purchased by us in the past ten years: 


R. Hamel, Lewiston, Me., $25,000. Harris & Shafer, Wash- 
ington, D. C., $150,000. J. B. Frontis, Clinton, S. C., $15,000. 
Koch’s, Savannah, Ga., $50,000. Newsalt’s, Dayton, Ohio, 
$500,000. Siebel’s, Saginaw, Mich., $65,000 and others too 
numerous to tabulate. 


WRITE! WIRE! PHONE! 


We'll call on you at our expense, 
and of course keep your com- 
munications confidential. 









OR SELLING 
SURPLUS STOCK 
that should be convert- 
& ed into cash? Ship it 

to us. Within 24 hours, 
our check goes out to 
you as an offer, your 
stock held intact await- 
ing your acceptance. If 
unsatisfactory, your 
merchandise shipped 


back to you at once! 











ordon 


Brothers 


Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. BOSTON, MASS. 
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Dirilyte 
(Wartime 


The metals needed for brilliant, golden-hued Dirilyte are 
metals needed for war. We are glad to contribute to Victory 
by curtailing and even temporarily ceasing production. New 
stocks of Dirilyte are at present unavailable. But full 
manufacture of this exquisite flatware and hollowware, 
which has so caught the imagination of the American pub- 
lic, will be resumed when the metal shortage ends. Mean- 
while many requests are reaching us for our booklet “The 
Romance of Dirilyte’—from people eager to learn more 
about Dirilyte and to plan future purchases. Why not be- 
gin to build for your own post-war business by becoming 
completely familiar with Dirilyte? We have full informa- 
tion available at no cost to you and shall be pleased to 
receive your request—write to: 


AMERICAN ART ALLOYS, 


Kokomo, Indiana 


INC. 
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Bow Knot Earring (gold or silver) 

Enamel and Satinore Floral Earring 

Modern Swirl Earring (gold or silver) 

Pearl Spray, accented in gold (all pastel colors) 


ALL STYLES .. . RETAIL $1.00 ea. 
Chicago Gift Show, Palmer House, Room 809 
DAVID GRAD CO. 


New York Office Chicago Showroom 
303 Fifth Avenue 920 Mdse. Mart 
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ROYAL ROCK JEWELS 
The haughty peacock with its resplendent coloring joins 
the ROYAL FAMILY: In Peridot; Peridot/Topaz; 
Rose/Amethyst; Sapphire/Emerald; and Multi. To retail 
at $10.00—write for sample No. 3156 today! (Illustra- 
tion, actual size.) 
















909 Penn Avenue pITTSBU 









P OP y GOES THE LABEL! 


@ ORDINARY ‘“‘glue-backed’’ labels have to be 
moistened to stick. When the moisture dries 
out, the label often pops off. How different when 
you use KUM-KLEEN price labels! They never 
dry, regardless of weather. KUM-KLEEN is the 
modern way to affix price markings on cellophane, 
metal, porcelain, bakelite, wood, leather, etc. 


Address M. J. Lampert & Son, 37 Maiden Lane, 
New York City, Wholesale Distributors to Jewelry 
Trade for Avery Adhesives, manufacturers of 
KUM-KLEEN labels. 


Stocked by all leading material wholesalers. 
Order today. 





Need no moistening...Stick 
until peeled off... Leave no 
mark...Try them and you'll 
never go back to old-fashion- 
ed “glue-backed” labels. 







Tum Reon 





SELF-ADHESIVE 
PRICE-LABELS 
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. Amid a general atmosphere of fresh 
paint, carpenters’ hammers and wild rumors, 225 Fifth 
Ave., New York, has been the scene of feverish activity 


PoTPOURRI . . 


of late. Tenants have been changing locations with 
startling rapidity and preparing themselves for a big 
year ahead. Sun Glo Studios has taken over the show- 
room and lines of Howard G. Selden, Inc. in Suite 900 
“for the duration,’ while Joe Pokorny of the latter or- 
ganization does his bit for Uncle Sam. S. White & Co. 
will occupy Sun Glo’s former quarters on the fifth floor. 
Mary Rodney of Southern Highlanders, Inc. has ar- 
ranged to sub-lease the attractive showroom of Alexan- 
der Aderer, who leaves a host of friends in the gift trade 
for an executive position with a defense firm. Good 
luck Alex—we know Stanley Brussel will keep us posted. 
Goodwin Johnson’s departure to join the armed forces 
called for a round of farewells. The entire Johnson 
stock of English teas and short lines has been taken over 
by Ebeling & Reuss. Ted Turchin’s announcement of 
T N T Co’s future association with Alice Schaeffer and 
Claude Sperling’s shift to Ernestine Troestler’s larger 
quarters just about puts the Gift & Art Center directory 
in order. ay ers 


Tue Wituiam E. Lirries made a first public appear- 
ance with their son and heir at the recent New York 





Lamp Show. Little Bill Little’s aplomb during the ex- 
citement of showtime belongs in the Blood Will Tell 
department. Wolff Appliance Corp. will shortly open 
a showroom at 230 Fifth Avenue, New York. Bob 
Brodegaard and George Gaspari have joined forces in 
Room 645 at “225.” They are showing Hunt Glass and 
a smart new domestic pottery in the Finnish style. 
* *& * 


Evertast Metat’s acquisition of the American Gold- 
scheider ceramic line affords those striking figures a 
display worthy of their appeal. Claude and Emily 
Sperling have returned from the West Coast looking 
especially fit. They have added an excellent line of 
Early American glass reproductions and some new bam- 
boo flower containers. 

* * * 

Weppine Betis =: . have been chiming with great 
regularity lately. Spot news is the marriage of Joe Sil- 
verman to Mary Giblin of New York on Saturday, Jan. 
24. Joe’s election to the ranks of the benedicts follows 
his enlistment in the Coast Guard by about a month. 
He was Marshall F. Reed’s key man for years ... Dan 
Weston of Everlast Metal Products won a dazzling help- 
mate Dec. 9 in Miss Frances Stevens of Kansas City, 
Mo. We have the announcement that Dick Brady of 
The Gift & Art Buyer has found the super special one. 
The bride was Jean McLaughlin of Rockville Center, 
L. I. until Jan. 15. Cupid’s unerring dart hit two mem- 
bers of the George Little Management staff recently. 
Vera Peters was married to Charles Pandelaky Oct. 5 
and Loretta Lyons to Joseph F. Weeks, Jr., Nov. 15. 














be held in strict confidence. 








WANTED 
SALESMAN 


BY 
WELL KNOWN MANUFACTURER 


Long established, well organized, able to:deliver the goods. Large sale- 
able line of gold rings and jewelry. Man about 35 to 45 who thoroughly _ 
knows wholesale jewelry trade in Middle West and South. Pacific Coast ~ ° 
trade helpful but not essential. ‘To work out from Chicago office. Only 
one who can command substantial earnings and wants to obtain a life- 
time position need apply. Replies in full detail with recent photo will 
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@ Any combination of flags is available for "flags-of- 
the-nations" bracelets, at $1 per flag, which are 
enamel over sterling or rhodium finish. The pin com- 
bines a flag, $1, with a sterling and enamel eagle, 
$1. Flag Line Goods, 311 E. 5ist St, New York. 


seaman 








@ Symbol of grand- 
mother's day, jet is 
once more in fash- 
ion. These accesso- 
ries in plastic, part 
of an extensive line 
retailing from $1 
to $10, are a 17" 
choker, an extension 
bracelet and dia- 
mond cut earrings, 
$2 each. Victor Im- 
porting Co., 302 5th 
Ave., New York. 


@ Charles Fischer & Co. 
service rings in sterling and 
10 and 14K green and yel- 
low gold are die-stamped 
with more than 24 different 
emblems, designating the 
various branches of the 
Army, Navy, Marine Corps 
and Coast Guard. Sold 
only through wholesalers. 





®@ The "Mignon" bow knot enamel 7 jewel fob 
watch with rhinestones is from the new 1942 
collection of fancy Croton watches. $35. 





@ The Remember Pearl Harbor" pin 
shows the Americas against a blue 
ocean in which a pearl is set to de- 
note Pearl Harbor. Ten per cent of the 
retail price, $1,is donated by the maker, 
Walter Lampl, 608 Fifth Ave., N. Y. C., 
to Honolulu's Community Chest. 





®@ Kensington, Inc., of New Kensington, Pa., 
includes in its new line of fine crystal this 
nine-inch vase with engraved feather dec- 
oration. Opening is 2% inches. $12.50. 





@ Barbara Bates, 366 Fifth 
Ave., New York, presents the 
“Americana” gift set in red, 
blue or green crushed velvet 
and beige moire fitted with 
gold-plated manicure tools. $5. 
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00h | ‘5 REGISTRAR Gets a HAND! 





GET ONE YOURSELF! GET THIS 
NOVEL DISPLAY HAND ... FREE! 


’ 
It’s a Natural for It’s a “MUST” for dealers who appreciate the value of properly 
Counter or Window displaying merchandise ... It’s the display you’ve been waiting 
True to life—holds any P. G. billfold, for... It will hold and attract attention like a three alarm fire... 
width 9” Comes. a Re ; And Man—when.it holds the REGISTRAR and the Special DE- 
with felt base and extra “Attention- TACHABLE Card Compartment swings open for all to see— 
getting” cards for insertion in billfold os P 
as different ones are used. NOW Then watch those sales soar... You need it in your business and 


TRAR IS THE BILLFOLD TO you can have it FREE with our REGISTRAR Stock Deal No. H3. 


STOCK. «+. Write us for particulars Today... Remember, Stock Deal 


o. H3. DO IT TODAY! 
YU No. H3 


~Je= PRINCE GARDNER 


of Invisible Stitch Billfolds 
ST. LOUIS (Factory) NEW YORK CHICAGO TORONTO 


Pine at 19th 358 Sth Ave. 36 5S. State St. 468 King St. W. 
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Giftwares Put New Lite 
In These O1a-Time Stores 


OWN in New Mexico are two jewelers, one in 

the capitol city, the other in a small town, who 
are convinced that gift selling offers.rare opportu- 
nities for-the old-line jeweler, offers, in fact, one of 
the few truly successful solutions to the problem of 
meeting installment house competition. 

The capitol city jeweler, Bernard W. Spitz, is the 
son of an adventurous jeweler, S. Spitz, who came 
West by ox team in the early 80’s to start a store in 
what had been the trading center of New Spain for 
some 200 years. 

Mr. Spitz was an old-fashioned gentleman to whom 
the jewelry trade was as sacred a profession as medicine 


Sales-inviting open displays for the gift section in 
the modern S. Spitz jewelry store were made from 
old wall cases, roofed with tile, and painted white. 


or law. And during all the years of his life he retained 
that attitude. His store never carried anything but the 
finest diamonds, watches and silver. The only sideline 
he ever indugled in—and that somewhat apologetically 
—was the manufacture of gold filigree work. He had 
seen this work produced in Mexico and it fascinated 
him. So he trained a group of native Indian workmen 
to do the same type of thing and turned out a variety 
of rare and beautiful pieces which he sent all over the 
world. 

Until about eight years ago, the Spitz establishment 
had changed very little more than the town itself. The 
Plaza was the same. The five-foot thick adobe walls of 
the ancient Palace of the Governors and the old church 
nearby remained intact. 

But times were changing, and Bernard Spitz, now 
proprietor, found it increasingly difficult to meet 
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Two inherited businesses were “drying up”’ 
until their modern-minded owners 

added moderate-priced sidelines that 

built traffie and doubled their volume 


ft 
' 
by LUCIUS S. FLINT 


rapidly-growing competition. The younger generation 
of customers seemed afraid to visit the old-line jewelry 
store. They hadn’t a great deal of money to spend and 
they were inclined to feel that any establishment such 
as Spitz’s would surely charge far more than they 
could pay. 

At the suggestion of Mrs. Spitz—although it seemed 
sacrilegious to add low-priced sidelines—-Mr. Spitz 
created a new sideline department. For $140 Mrs. 
Spitz bought the stock of a small gift shop which had 
gone out of business. She put it way back in one corner 
—in a space only about 10 feet long and five feet wide. 
A few carefully-selected pieces were put in the window, 
along with a card inviting customers to come in and ex- 
amine the store’s new line of inexpensive giftwares. 

It was.only a matter of days until floor traffic began 
to pick up. New people who'd never before been in 
the store came to inquire about the gift merchandise. 
And that type of business has kept growing steadily 
until today the company carries an $8,000 stock of 
fancy gift-wares, devotes one entire side of the store 
to this line and does in it nearly 50 per cent of the 
total volume. 

“The line hasn’t hurt our standard jewelry business 
in the least,” declares Mr. Spitz, “in fact, it has helped 
it because it has given us an acquaintance with numbers 
of people who formerly thought we were too high- 
priced for them to consider. By handling nothing but 
high-class gift goods—even though some of them are 
in the most moderate price brackets—we’ve maintained 
the original atmosphere to such an extent that not one 
of our oldest silver or jewelry customers has taken ex- 
ception to the idea. Even these people come in oftener 
than they formerly did, and not only buy giftwares 
but additional items in the jewelry line. If we'd gone 
into curios and a lot of junky trinkets, the story might 
have been a different one. But as it is, we still remain 
very definitely a legitimate jewelry store.” 

A large assortment of merchandise ranging in price 
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IN STOCK 
FROM 


BRAZIL 


The photographs show but a few of several hundred numbers 
exemplifying the tradition, charm and artistic ability of our South 
American neighbors. 

Handsome pottery, in deep maroon, or cobalt blue, handpainted 
in white and gold blossoms, exquisite in detail and shadings. (See 
pictures 2, 6, 10.) 

Delicately modeled raised flowers on bowls, candlesticks, vases, 
candy boxes, etc. (See. pictures 1, 3, 7, 9, 11.) 

Traditional shape vases, in thin, translucent porcelain, hand- 
painted in rich colors and high-lighted in gold (See picture 5.) 

Ruby and cobalt cut glass decanters, drinking glasses, vases, candy 
boxes, etc. (See pictures 4, 8.) 

An inexpensive line of stem cordials, wines and cocktails in varied 
colors. (See picture 12.) 


Details and prices 


PICTURE NO. t—Covered Bowl, 14” wide, BR-1023, $15 each. 
PICTURE NO. 2—Temple Jar, 9” cobalt BR-1222, maroon BR-1223, $5 each. 
Candy Box, 7%” cobalt BR-1224, maroon BR-1225, $4 each. 
Vase, 9%” cobalt BR-1219, maroon BR-1220,"$4.50 each. 
PICTURE NO. 3—Table decoration 9%” BR-1017, $5 each; in 5%” size BR-1016, $2 each. 
, 10%” BR-1041, $3.50 each: in Cornucopia shape BR-1042, $3.50 each. 
PICTURE NO. 4—Wines, 4%” cobalt BR-1354, ruby BR-1346, $15 doz. 
Goblet, 6%” cobalt BR-1355, ruby BR-1347, $30 doz. 
Decanter, 15” cobalt BR-1353, ruby BR-1348, $12.50 each. 
PICTURE NO. 5—China vase, 544” wide, SA-04-6, $24 doz. Min. % doz. asstd. Same in 
4%” size SA-04-2, $18 doz. Min. % doz. asstd. 
China Vase, 6%” SA-04-8, $36 doz. Min. % doz. asstd. 
China Vase, 4” SA-04-4, $18 doz. Min. % doz. asstd. 
PICTURE NO. 6—Vase, 7%” cobalt BR-1217, maroon BR-1218, $4 each. 
Flare Vase 6%” cobalt BR-1213, maroon BR-1214, $3 each. 
Rose Jar, 6” cobalt BR-1221-A, maroon BR-1221, $4 each. 
PICTURE NO. 7—Cigarette Box 7” BR-103, $3.50 each. 
Candy Box, 7” BR-102, $3.50 each. 
PICTURE NO. 8—Glass Vase, 8%” cobalt BR-1312, ruby BR-1311, $8 each. 
Glass Vase 6” cobalt BR-1314, ruby BR-1313, $6 each. 
Glass candy box, 5%” ruby only BR-1341. $10 each. 
Glass candy box, 6” ruby only BR-1340, $8 each. 
PICTURE NO. 9—Cornucopia vases, 8” BR-1040, $5 per pair. Minimum: 2 pair. 
Basket with flowers, 6” BR-107, $3.50 each. 
PICTURE NO. 10—Vase, 5%” cobalt BR-129, maroon BR-1210, $2 each. 
Bowl, 5%” cobalt BR-121, maroon BR-122, $1.75 each. 
Jar. 5” cobalt BR-1226, maroon BR-1227, $3 each. 
PICTURE NO. t!—Low shoe, 6” BR-1038, $2.50 pair, Minimum 2 pair. 
Baby shoe, 44%”, B 037, $2.50 pair, Minimum 2 pair. : 
Boot, 5” BR-1034, $2.50 pair, Minimum 2 pair; 64” BR-1035, $3.75 pair; 74” BR-1036 


$5 pair. 
PICTURE NO. 12—Cordials, 8 assorted colors, crystal stem 5%” BR-1325, $1.25 set of 8: 
Same in all ruby, crystal stem BR-1327, $3 doz. 
Wines, 8 assorted colors, crystal stem 6%”, BR-1336, $2.50 set of 8; Same in all ruby, 
crystal stem BR-1338, $5 doz. 
Wines, 8 assorted colors. crystal stem, 7”, BR-1337, $2.50 set of 8; Same in all ruby, 
crystal stem, BR-1339, $5 doz. 


All Prices Quoted Are Net Wholesale, F.O.B. Philadelphia, Pa. 


EBELING & REUSS, Ine. 


707 CHESTNUT ST. 
PHILADELPHIA 


225 5TH AVE. 1557 MERCHANDISE MART 
NEW YORK CHICAGO 





from a dollar or so up, an attractive shop, consistent 
window display advertising, and open display within 
the store have combined to help the Spitz establishment 
practically double its business with giftwares. In keep- 
ing with her original idea of using gifts to make the 
store accessible to all classes of customers, Mrs. Spitz 
has kept her stock unusually varied and well assorted. 
Even the youngster with only a dollar or two to spend 
at Mother’s Day feels that he can find exactly what he 
wants at Spitz’s. 

The gift shop is divided into two sections. Up front 
is the costume jewelry and bag shop. Handbags, in- 
cidentally, have proved tremendously important both as 
traffic feeders and from the standpoint of direct profit. 

Other types of giftwares are carried very largely on 
open-display stands, which are remodeled jewelry fix- 
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Modern enterprise succeeds 
an old frontier. Above— 
Buying scene in the present 
Spitz establishment, with the 
popular gift department at 
the right. Left—The old 
Spitz jewelry store in the 80's 
next door to Seligman's, be- 
fore whose doors a number 
of prospectors’ mules un- 
consciously violate later-day 
double-parking regulations. 


tures. While the setup naturally results in a certain 
amount of breakage, the resultant extra sales much 
more than make up for this loss. When customers find 
they can “browse about” as they like, without any ob- 
ligation to buy, they visit a store frequently and pur- 
chase a great deal of merchandise they actually didn’t 
expect to buy. 

The Spitz stock now includes some 50 different lines 
of nationally known merchandise including such types 
of goods as chromium and aluminum ware, crystal— 
both stemware and individual novelty pieces—pottery 
dinnerware, pottery novelties, art figures, “what nots,” 
woodenware, lamps, costume jewelry, and hand bags. 

To tie in with the local atmosphere in Santa Fe, the 
company built its gift section in Spanish design. Ex- 

(Please turn to page 108) 


THE JEWELERS’ CIRCULAR-KEYSTONE 





























EXCLUSIVE SELLING AGENTS 





NEW YORK SHOWROOMS 
225 FIFTH AVENUE e SUITE 1100 


LOS ANGELES: 712 SO. OLIVE STREET 
TORONTO: 7 WELLINGTON STREET, W. 


ON EXHIBITION AT ALL MAJOR GIFT SHOWS 
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® St. Regis porcelain china accessories are avail- 
able in pastel shades of pink, blue, celadon, gray 
and fawn, trimmed with coin gold and highlighted 
by Dresden floral decorations. The line retails for 
$1 to $15. Ebeling & Reuss, Inc., 225 Fifth Ave., N. Y. 


HE priority on base metals has at last brought 

about a reaction among jewelers which this depart- 
ment, like a veritable Nostradamus, has predicted for 
some time. Clearly indicated in the light of present 
events is one fact—that many well-established jewelers, 
who have neglected the installation of a gift and art 
department in the past, are now seeking appropriate 
merchandise of that character. 

We can only hope that these laggards are not “20 
minutes too late.” It seems logical and natural to 
assume that those retailers who have established credit 
through previous transactions in the gift marts will be 
more favorably treated than new accounts in the import- 
ant matter of deliveries. 

Though many wholesalers of gifts have fairly ample 
stocks of both domestic and imported merchandise on 
hand today, the question of delivery for the coming year 
is extremely indefinite. While china, glass and pottery 
manufacturers have greatly increased production in the 
past six months, they are, at the same time, most wary 
of over-expansion, fearing the inevitable post-war reac- 
tion. 

In our opinion, the most direct avenue to the coopera- 
tion of gift manufacturers in the matter of deliveries is 


Giftwares... 
And the «Johnnie- 
Come-Lately”’ 








@ Streamlined china jam jars, decor- 
ated with assorted plastic fruit tops, 
may be ordered in an assortment of 


by VINCENT S. LIPPE, JR. 


®@ Lucite salt and pepper shakers, moisture- 
proof and non-breakable, distribute salt or 
pepper from the bottom. To fill—unscrew the 
bottom section, hold the thumb over inside 
tube and pour in the salt or pepper. Retail- 
ing at $2.50 per pair and shown exclusively 
by Mary Ryan, 225 Fifth Ave., New York. 















































































®@ One of the most popular "families" 
in the animal kingdom of Beswick 
Ware is the illustrated group of 
English sheep at about $5.50 per set 


white, celadon or pink. Complete retail. Offered for immediate deliv- 
with separate tray and spoon for ery by T. N. Turchin in the showroom 
immediate delivery to sell for about $2 of Alice Schaeffer, 225 5th Ave., N.Y. 


each. Minimum order '/2 dozen. Mar- 
tin Freeman Co., 225 5th Ave., N. Y. 
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DECANTERS 


Available in Scotch, 
Rye, Gin, Bourbon, 
Brandy, Rum, Hurdler, 
Hunter, Golfer, Bowler, 
Fisherman, Sailboat 


and Swordfish. Em- 
bossed Pewter shield on 


Amber Glass. 32 ounce 
capacity. 


$21.00 per dozen 
F.O.B. Brooklyn, N. Y. 


We can promise you deliv- 
until March 31, 1942. 











@ This unusual nautical lamp detaches from its 
glass block base by pressing the metal clip, and 
the base makes an ideal flower vase or aquar- 
ium. Special Du Pont material on the shade 
may be cleansed with a damp cloth. Complete 
as illustrated $25 retail; without sand carved 
design, $20. Immediate delivery from H. H. 
Turchin Co., of 220 Fifth Ave., New York City. 





quick pay. Long-term credit has always been anathema 
to the average wholesaler in that industry—simply be- 
cause his business is not geared to it. Just as surely 
as the progressive jeweler sees the immediate necessity 
of featuring china, glass and allied lines, the alert gift 
manufacturer is aware of the great potential market 
which the jewelry trade represents. 

With the closing of most European markets, domestic 
manufacturers of both staple and fancy goods have come 
of age in a style sense. They have quickly discovered 
that the average consumer is easily educated to and fas- 
cinated by trends created from America’s historical past. 
The originality inherent in our native designers and 
craftsmen is being carefully nurtured to develop lines of 
unusual beauty and quality, which rank with the finest 
products of the Old World. 

This artistic growth of our own is certain assurance 
to jewelers that in the expanding American gift market, 
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@ Part of an extensive assortment of floral 
decorated perfume bottles, featuring an alcohol 
and water proof finish. Left to right, about 
$1.60, $1.60 and $1.40 retail. Immediate deliv- 
ery by Rubel & Fenton, 225 Fifth Ave., N. Y. C. 


© Part of the extensive Brayton Laguna line of 
animal figures which are. available in white 
crackle finish with blue trim or chartreuse with 
magenta trim. The gazelle retails at $7.50, and 
the wild horses at $3 each. Immediate delivery 
from The Burkharts, 225 Fifth Ave., New York. 





@ |llustrated are three of seven composition 
figures representing authentic British Regimen- 
tals, ilies at about $4 each. Two mounted 
horsemen (not shown) are slightly higher in 
price. Immediate delivery from Vogue Mercan- 
tile Co., Inc., 1140 Broadway, New York. 
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"THE many changes introduced 
into manufacturing because of 
war needs make it vitally important 
for you to check every possible 
source of supply. 


At the shows listed below, buyers will find com- 
plete and unusual lines of costume jewelry, silver- 
ware, china, glass, leather goods and associated 
items. It provides your best opportunity to cover 


the market thoroughly, quickly and economically. 


Directed by 
(¢7 10) °C) ie a 


MANAGEMENT, INC. 
220 Fifth Avenue, New York 
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®@ Adding new lustre to the fame of Gold- 
scheider ceramics, this striking wolfhound exem- 
plifies the appeal of the entire collection. Re- 
tail price, about $25. An infinite variety of 
animals, figures, dancing girls and decorative 
masks in this outstanding American line are 
on view at the showrooms of Everlast Metal 


Products Corp., 225 Fifth Ave., New York. 


® Hand decorated tropical birds in domestic 
porcelain are faithful reproductions of the birds’ 
natural plumage in color. Available for im- 
mediate delivery to retail for about $9 each. In- 
ternational Craftware Co., 225 Fifth Ave., N. Y. 


© Quaint salts and peppers in fine white china 
are colorfully hand-painted in clover and rose 
designs. Ranging in size from 2"-2!/", they 
are in stock for immediate delivery and retail 
at about $1.10 a pair. Minimum 12 pairs. 


Severo E. Soria & Co., 403 E. 62nd St., N. Y. C. 


diversified merchandise of outstanding design may be 
found to intrigue the most discriminating clientele. It is 
an obvious duty, therefor, for the profitable continuance 
of your business to make the gift shows a “must” in 1942. 
i The selection of gifts for new departments need not 
be by the trial and error method. As valuable as the 
trade shows are for a comprehensive coverage of the 
market, numerous trips should also be made throughout 
the year to the buying centers. It is vitally important 
to augment your stock and keep constantly in tune with 
style trends and new merchandise. In the unsettled 
market of today, jewelers must develop a reputation for 
displaying unique gifts, the latest in quality innovations 
and, if possible, goods carried by no other store in their 
locale. ‘ 

Several key cities today have entire buildings tenanted 
by the leading gift manufacturers or their sales repre- 
sentatives. This centralization greatly facilitates buy- 
ing and offers an opportunity for leisurely and complete 
coverage of new developments in decorative accessories. 
The services of a trained consultant familiar with all 
the leading gift lines, are available in both 225 Fifth 
Ave., New York, and the Merchandise Mart, Chicago. 
They offer jewelers expert advice on goods most suitable 
for their clientele and direct them to the proper sources. 

Your jewelry business paper is another potent me- 
dium for information about new things. If it is impos- 
sible to adequately cover the gift marts personally, keep 
abreast of the times by careful perusal each month of 
this gift section. 
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®@ Graceful new cabinets for silver miniatures or 
fine porcelains are available for immediate de- 
livery in pickled pine, mahogany or gold finish. 
From top to bottom: about $17.50, $15, $25 
retail. Fanny Morse, 225 Fifth Ave., New York. 
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DISPLAY 
VALUE 
PLUS 


Your customers will be irresistibly at- 
tracted by this charming group, com- 
prising: 

CALIFORNIA FLORALS, the original 
line of floral arrangements for those 
who delight in creating their own ef- 
fects, which is displayed in LA MIRADA 
POTTERY, with its endless variety of 


two-tone combinations. 


Both are inimitable in color and concept. 








JANIS- TARTER GREEMAN INC 


225 FIFTH AVE NEW YORK 














ENGLISH IRONSTONE WARE 


This unique bowl typifies our extensive line of 
bowls, jugs and plates in English Ironstone Ware. 
Brilliantly hand decorated in gold, rust, green and 
cobalt blue colors, it is available for immediate de- 
livery in four sizes ranging from 8” to 1014” in diam- 
eter. Priced to retail from $8.00 to $15.75 each. 


NEW YORK GIFT SHOW — ROOM 407 
BOSTON GIFT SHOW — ROOM 686 


S YP. Skinner Co., Ince. 


Successors to Skinner-Hill Co. 


225 FIFTH AVE, NEW YORK CITY 
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Spode Pink TOWER 


For generations, the people who have 
bought Spode are the people you would 
like to have as your customers. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC.,206 Fifth Ave., New York 
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GIFTWARES REJUVENATED THESE STORES 
(From Page 100) 
tending down over the wall shelves in which part of 
the gift stock is displayed are short sections of red tile 
roofing. Red and green lights under the eaves of this 
roof and a similar color scheme in the open-display 
island fixtures complete the effect. 

In order to give their packages a distinctive appear- 
ance, the Spitz establishment uses gift papers which 
are entirely different from anything else used in Santa 
Fe and selects a new pattern every year. For instance, 
one year the store used a polka-dot paper, white back- 
ground studded with red and green dots. Another year 
wide stripes in holiday colors were used, and so on. 
Numbers: of new customers, including visitors from all 
parts of the nation come into the store and comment 
that they became interested in the firm because of its 
unusually attractive gift wrappings. 

The gift-wrapping service stimulates extra sales of 
gifts for bridal showers. Mrs. Spitz carries at all 
times a large stock of papers, tapes, ribbons, and cord 
suitable for this purpose. 


TAUPERT'S DOES IT, TOO 


The small town store is at Las Vegas, a rather 
sleepy-appearing little town up near the center of the 
state. Like Santa Fe, it’s almost as old as America it- 
self. “Old Town” in Las Vegas is a typical Spanish 
settlement. 

But downtown in Las Vegas, a new atmosphere is 





beginning to prevail. The town has its share of bright 
lights. Big chain stores are becoming more plentiful 
and installment jewelry houses are now very much in 
evidence. 

In the heart of this modern district is situated Tau- 
pert’s, Inc. When Mr. Taupert started the store, a 
good many years ago, the legitimate jeweler didn’t have 
to worry much about his bread and butter. But when 
Mrs. Ida Taupert took over the store following the 
death of her husband, the business was slipping. 

Sensing a demand among tourists for high-class gift 
merchandise, Mrs. Taupert added a small gift depart- 
ment. The response was immediate, and she began ex- 
panding the line. Today, she devotes a full half of the 
store to goods of this type, carries many of the same 
items stocked by Spitz along with such articles as oil 
paintings, stationery, and greeting cards. 

Giftwares have completely solved this store’s difficult 
problem. Today, better than 40 per cent of the firm’s 
total volume is done in this line; at the same time it has 
proved a very important feeder for the jewelry de- 
partment, getting customers to visit the store who were 
formerly afraid to do so and thereby creating a regular 
following which results in additional business on dia- 
monds, silver, and so on. 

Here, again, open display and a very efficient fancy 
gift-wrapping service have proved two of the most im- 
portant factors in building up the business. The store 
maintains a big stock of wrapping materials for every 
possible occasion, including weddings, “new arrivals.” 
and so on. 








CHICAGO GIFT SHOW 
PALMER HOUSE 


FEBRUARY 2-13 
ROOMS 785-786 





Srytep rok Prorit... in 42 
The New “Mirro” Line! 





No. 1942 


Illustrated is one of the smartest new “MIRRO” clocks for 1942... a scintillating example of the many 
unusual numbers in this famous line of Clocks, Picture Frames and Perfume Trays. See this outstand- 
ing collection at all the gift shows or write for illustrated folder. 


| Sole Distributors for ARTHUR ARMOUR ALUMINUM 


A. STANLEY BRUSSEL 


NEW YORK GIFT SHOW 
HOTEL PENNSYLVANIA 


FEBRUARY 23-27 
ROOMS 354-357-358 


225 FIFTH AVENUE 
NEW YORK CITY 
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We have prepared a 
packaged assortment, 
R-£43, of the most un- 
usual variety oflamps 
ever assembled by 
one manufacturer, so 
that you may repeat 
the sale that has been 
tremendously suc- 
cessfulin many stores. 
We propose, therefore 
an assortment of 48 
lamps, 2 pair each of 
styles shown. 


to cost you 


$872 


each 






A Usually would be $6.98 to $10.00 


One-of-a-kind lamps 
Few-of-a-kind lamps 


Domestic lamps, imported lamps . . . everyone a value!!! China, porcelain, 
wood, crystal, hob-nail glass and alabaster in conventional and modern 
styles ... There are genuine French lamps... genuine English bone chinas 
. .. hand painted Chinese porcelains . . . Colonials . .. Modern Woods... . 
French reproductions with rich coin gold decorations . . . and Crystals that 
light three ways. There are Staffordshires . . . and carved Alabasters, etc. 
There are decorations in florals, Watteaus, and two-tones on ivory and rich 
colored backgrounds. Each lamp is completed with styled hand tailored 
shade suitably designed. We have limited quantities of these gorgeous 
lamps.. DON’T WRITE, DON T PHONE, COME IN EARLY 

(YOUR STORE NAME) 


Newspaper mats re- 
producing advertise- 
ments on left fur- 
nished free with each 
promotion order. 
NEW YORK 
GIFT SHOW 
Rooms 319-320-321 


EDWARD P. 
PAUL & CO. 


1133 Broadway 
New York, N. Y. 





























PASTEL MIST GLASS 


ged gradations of pastel tones highlight this 
attractive Berry Set of PASTEL MIST 
GLASS. The line includes Salad Sets, Bowls and 
Console Sets. Featuring an all-over frosting, it is 
available in delicate shades of green, yellow, 
orange, fuchsia and peach, f.o.b. Chicago. 


10 pc. Berry Set $21.00 per dozen sets wholesale 
Fork and Spoon $4.80 per pair 


FEATHERED SPLENDOR NEW YORK GIFT SHOW 
in Porcelain ROOMS 306A-8A-10A 


This graceful pair of tropical birds are brilliantly hand decorated 


on domestic porcelain in the vivid colors of their natural plumage. 
Available for immediate delivery from stock. OLLI a BOYN N INC 
13” HIGH $4.50 each 9 





“fit Pemgytvania’ INTERNATIONAL CRAFTWARE CO. JUNIUS _-_NAJEEB_~_JORNSTON 
February 23-27 225 Fifth Avenue New York City 225 FIFTH AVENUE NEW YORK CITY 























FOR FEBRUARY, 1942 109 














AMERICAN CREATIONS 
OF 


OLD WORLD CHARM 


Our exquisitely fashioned replicas of European 
antiques, as well as numerous modern figures 
and animals included in our 1942 line, should 
be of particular interest to jewelers. 


CHELSEA STYLE PORCELAIN FIGURES 


Faithful reproductions of European figures, exquisitely hand painted in 
delicate colors. Figures average 8'' in height. 
a I 5 a. s oe ap eae san vod Rae $4.50 per pair 


GW20 Gentleman and Lady 586 Boy and Girl 


Beautiful hand painted porcelain in pastel colors with real gold trim. 
Piano width 4!/,'"'—height 2!/,''. 
I IOI Ro 0 sa fois Vee ned eS o> totes. eceee $6.00 per set 





6-pc. DRESDEN STYLE PIANO SET No. S-! 


(Other pieces measure proportionally) 


NEW YORK GIFT SHOW 
FEBRUARY 23-27 
HOTEL PENNSYLVANIA 
ROOMS 270-271-274 


SEVERO E. SORIA & CO. 


403 East 62nd Street 
New York City 











tae stg 











7/2” Blackamoor Flower Container $3.75 ea. 
15” Low Curved Bowl ea 


NEW YORK GIFT SHOW 
ROOM 461 


BRAYTON'S POTTERY FIGURES 
BATCHELDER CERAMIC BOWLS 
OFF-HAND GLASS 


the burkharts 


225 Fifth Avenue New York City 

















For utility and charm, these are a few pieces 
from a large collection of Sterling Silver. 


Dh 225 FIFTH AVENUE 
ene AT TWENTY-SIXTH STREET 
LExington 2-2524 NEW YORK CITY, 
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Credit Selling Curbed 





Federal Reserve Proposes 
One-Third Down Payment 
On Watches, Clocks, Silver 


A minimum down payment of 
33 1/3 per cent in the instalment sale 
of watches, clocks, silverware and 
cameras confronts jewelers and other 
merchants under a new set of buying 
curbs proposed last month by the 


Federal Reserve Board. 

The Board had not finally promulgated 
the new restrictions, under Amendment 3 
of Regulation W, when this issue went to 
press, and the jewelry industry was join- 
ing with the National Retail Dry Goods 
Association and the American Retail 
Federation in asking the Board to at 
least submit the proposed Amendment 
3 to hearings in Washington. 

Besides watches, clocks, silverware and 
cameras, Amendment 3—in its revised 
form as of Jan. 23—listed considerable 
other merchandise including bicycles and 
lawn-mowers and reduced the maximum 
maturity from 18 to 15 months. (Pay- 
ments are usually completed in jewelers’ 
contracts in half that time or less.) The 
minimum down payment on radios was 
lifted from 20 to 25 per cent. 

As used in the regulation, the term 
“extension of credit” includes not only 
instalment and rental-purchase contracts 
but also any extension of credit which 
the buyer undertakes to repay in two or 
more scheduled payments, or which has 
a similar purpose or effect. Thus jewel- 
ers selling under “budget payment” or 
“divided payment” plans will be affected 
equally with out-and-out instalment 
credit jewelers. 


Sellers Must Be Licensed 

Individuals and firms selling listed 
articles on the instalment plan are re- 
quired to be licensed, although a general 
license—good for a period of a few weeks 
—will probably be granted those selling 
products newly added to the Board’s list. 
However, after brief grace, they must 
register with the Federal Reserve Bank 
of their district (Boston, New York, 
Philadelphia, Cleveland, Richmond, At- 
lanta, Chicago, St. Louis, Minneapolis, 
Kansas City, Dallas, and San Francisco.) 
Licenses may be suspended or canceled 
for false registration or for failure to 
comply with the Board’s regulations. 

The regulation also requires that pur- 
chasers be furnished with a statement of 
transaction, that records must be kept of 
all transactions that are covered, and 
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that payments must be either in substan- 
tially equal amounts or the first pay- 
ments larger than the latter, at approxi- 
mately equal intervals not longer than 
one month apart. 


Trade-In Allowance Split Up 

Trade-in allowances cannot be applied 
directly to the down payment but must 
be prorated over both down payment and 
the unpaid balance. Thus, if a customer 
is buying a $50 watch and the jeweler is 
willing to allow $10 for an old watch the 
customer trades in, the customer would 
have to make a down payment in cash 
of at least $13.34—one-third of the ex- 
cess of the cash purchase price over the 
trade-in allowance. This assumes that 
the Federal Reserve Board establishes 
33 1/3 per cent as the minimum down 
payment. If the dealer had reason to 
know that the customer had borrowed 
the required down payment, the dealer 
would violate Regulation W, because such 
borrowing would bypass the regulation. 

Regulation W, as originally effective 
Sept. 1, 1941, included radio sets, vacuum 
cleaners, washing machines and refriger- 
ators, besides such articles as automo- 
biles, power boats, motorcycles, house- 
hold furnaces, plumbing, furniture and 
pianos. Only motor-driven vehicles, inci- 
dentally, were listed for the one-third 
down payment which the Board later 
proposed for watches, clocks, silverware 
and cameras, the rest of the articles in 
the original list requiring down payments 
of 10, 15 and 20 per cent. 

Thus many jewelers, particularly in- 
stalment concerns, have already been 
operating for several months under Reg- 
ulation W in their sale of radios and 
listed domestic electrical equipment. 


40 Per Cent Payment First Asked 
Amendment 3 to Regulation W, bring- 
ing the first additional merchandise list- 
ings, crashed upon the industry like a 
demolition bomb. On Jan. 9 and 10, 
Federal Reserve Banks received the ten- 
tative draft from the central offices at 
Washington, providing a down payment 
of 40 per cent—highest scheduled for any 
commodity listed under Regulation W— 
for “clocks, electric or other, designed 
for household or personal use, and 
watches” and for “motion picture cam- 
eras, projectors, and lenses designed for 
film gauges less than 35 mm., still cam- 
eras, projectors, lenses and shutters, and 
enlargers.” Silverware was not included. 
Comments and suggestions from the 


trade were to be rounded up by the 
Branch Banks and returned prior to 
Jan. 14 to the Federal Reserve Board 
at Washington. 

Representatives of ANRJA, NACJ, 








the Associated Credit Jewelers of N. Y. 
and N. J.. NRDGA and watch factories 
met on Jan. 14 and again on Jan. 22 with 
Governor Ronald Ransom of the Federal 
Reserve Board, protesting the 40 per 
cent down payment and suggesting, in- 
stead of Regulation W, that watches be 
subject to allocations, priorities, price 
controls and, if necessary, rationing to 
see that enough precision watches are 
available for nursing, transportation and 
other essential War and Defense efforts. 


Revised Draft Shown on Jan. 24 

It was on Jan. 24 that the Branch 
Banks distributed revised proposals for 
Amendment 3 to Regulation W, cutting 
the down payment on watches, clocks 
and camera goods to 33 1/3 per cent but 
adding both sterling silverware and 
plated ware, which had not appeared in 
the first proposal. 

Official reasons for the instalment 
curbs included: Dampening the demand 
for materials, goods and skilled labor 
needed for Defense, retarding so far as 
possible inflationary tendencies inherent 
in instalment credit, creating a backlog 
of demand for consumers’ goods, and 
restraining the development of a debt 
structure that would repress effective 
demand for goods in the post-war period. 


Jewelers’ Brief Against Reg. W 

Continuing their fight to eliminate or 
at least further modify Amendment 3, 
the industry’s spokesmen claimed that: 

There is no necessity to regulate 
watches, clocks and silver because they 
constitute so little of the total inflation 
of the nation. (Jewelry and watches 
were only’ 1.7 per cent of the total ac- 
counts receivable at the close of 1940.) 

To control a small percent of the in- 
stalment credit of the nation, the Board 
would have to police not only 14,559 
jewelry stores but the 50,000 other drug, 
department, sporting goods, school sup- 
ply, novelty and other stores that sell 
watches and clocks. 

Peddlers selling door-to-door and at 
street corners would be a severe obstacle 
to 100 per cent enforcement. 

Mass market wage earners would be 
unable to buy a watch—a necessity for 
almost any line of work, especially rail- 
roading —whereas__ well-to-do __ citizens 
could still buy as before for cash or 30- 
day open-charge account. : 

Since a wrist watch is necessary equip- 
ment for Service Men, and many are 
bought as gifts for Soldiers, Sailors and 
Marines, why place an unnecessary hard- 
ship on parents, families and friends who 
may be in no position to pay 33 1/3 per 

(Please turn to page 114) 
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Short of Copper. Plated Jewelry Makers 
Seek Substitutes, Also Defense Orders 


Staggering from a rapid succession 
of metal-curtailment orders, the jewelry 
manufacturing industry is almost unani- 
mous in its pessimism as to the outlook 
for the manufacture of low-priced 
jewelry. Well-informed sources in the 
key Providence-Attleboro area freely 
predict complete shutdowns are but a 
matter of time, while serious curtail- 
ment of operations, much greater than 
seasonal, are already under way. 

Expected soon is an order from the 
War Production Board (OPM succes- 
sor) which will clarify the Government’s 
stand as to metals to be allowed for use 
by the jewelry industry. General feel- 
ing in the trade is that manufacturers 
will be allowed to use a major portion 
of stocks of copper alloys on hand and 
that “swapping” will be permitted to 
balance inventories. Tue JEeweters’ 
Cmcutar-Keystone was told that if 
these predictions prove true some firms 
will be able to continue operations at a 
restricted pace for about nine months. 
But, inasmuch as the order is expected 
to allow no buying of the metals, there 
will be several firms, now about. devoid 
of the metals, who will be forced to 
shut downs unless adequate substitutes 
or defense orders are obtained. 

In October, manufacturers received a 
severe jolt when the then OPM issued 
the drastic M-9-C order which forbid, 
after Jan. 1, 1942, the use of copper 
or copper alloys in many civilian lines, 
including the jewelry industry, and cur- 
tailed to one-eighth of the amount used 
in 1940 the allowable for the period 
Oct. 15, to Dec. 31, 1941. During De- 
cember the OPM eased the restrictions 
for the first quarter of 1942 by ruling 
that inventories of partially fabricated 
metal may be used by the manufacturer 
if, (a) the material was on hand the 
first of December, (b) no additional 
copper would be required to complete 
the item, and (c) that by December 
20 each manufacturer filed with the 
OPM Form PD-189, establishing the 
facts in his case, sétting forth inven- 
tories and other particulars. 

Thus, those companies low in inven- 
tory as of the first of December (and 
they were numerous) were placed in a 
very tight position since no provision 
was made for the allotment of new sup- 
plies and all stocks acquired since the 
first of the month were frozen. 


No Tin; Plastics Tight 


Many manufacturers, cut off from 
copper and brass, turned to plastics 
and tin in order to alleviate their posi- 
tion. But before long it was evident 
that plastics were tight. 

Then, at the end of the year, came 
what one manufacturer calls the coup 
de grace, the order curtailing the use 
of tin in the first quarter of 1942 to 
50 per cent of the amount used in the 
like period of 1940 and prohibiting en- 
tirely the use of the metal after April 1. 

This hit hard, for many companies 
laid in tin only after the copper order 
became effective and used very little of 
the “white metal” during the 1940 com- 
parative. 

In addition to the above restrictions 
there were those on aluminum, chrome 
Steel and nickel, all of which were seri- 
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ous but to a lesser extent than those on 
copper and tin. 

The current picture, boiled down io its 
essentials, is viewed thusly: 

The plated jewelry industry has two 
ways to turn. First is defense work, 
the second is substitutes. ‘There is no 
doubt that defense orders received by 
the industry have grown considerably 
during the past weeks. Although there 
is a natural reluctance among manu- 
facturers to discuss their governiment 
work, it is known that several of the 
larger firms have fair-sized ordes on 
hand and that at least one of the biggest 
companies has made a substantial outlay 
of the puchase of equipment for de- 
fense production. At a recent “defense 
clinic” in Providence representatives of 
jewelry firms were in the majority and 
it was believed that several of these 
firms received leads for federal orders, 
but one jewelry manufacturer said he 
had tried for months to get defense 
work, but that his efforts were fruitless. 
When asked if he could make defense 
products he replied emphatically he 
could make anything in the line of metal 
parts up to six inches and could also 
make buttons, insignia and radio parts. 
He listed his equipment as automatic 
drop hammers, milling machines, lathes 
and speed lathes, 

His pessimism, however, was not 
shared by others who stated that the 








tremendous speed-up. in the War pro- 
duction program will find the govern- 
ment more anxious than ever to divert 
work to jewelry makers. The OPM 
office in Providence has on its staff two 
men seeking defense work adaptable to 
jewelry manufacturers, while the New 
England Manufacturing Jewelers and 
Silversmiths Association also has a man 
on a similar job, but the fact remains 
that some leaders in the field still stress 
the fact that “we just haven’t got the 
proper equipment.” 

Notwithstanding that opinion, — the 
concensus is that more and more defense 
orders will be received to help to a lim- 
ited extent the predicament of the in- 
dustry. 

In the substitute field probably the 
outstanding feature is the shift to sil- 
ver which is still coming through unre- 
stricted. Jewelry plated on silver rather 
than the scarce brass is expected by the 
industry to grow by leaps and bounds 
with the natural-result that affected lines 
will show a rise in price. 

Estimates as to the extent of such 
price increases range from one-quarter 
to one-half. Also, those firms using tin 
(a low-melting metal) are turning to 
silver, and it is said that the presses 
necessary for the transition are easy to 
get. Copperweld is another promising 
substitute with considerable interest in 
this product shown by chain makers. 

Plastics continued to be the subject 
of much experimentation and, although 
some are about impossible to get, there 
is no doubt that a steadily increasing 
amount of plastic jewelry will be seen. 








Gold Jewelry Makers 
Gather Data on Copper 
Needed for 10K, 14K Alloys 


For want of 25 tons of copper—per- 
haps as little as 15 tons—production of 
karat gold jewelry hangs in the balance. 

Up to the day this issue went to press, 
there was no Governmental regulation 
against the use of copper in the pro- 
duction of karat gold (10 karat or bet- 
ter), principally because of the sinall 
amount of copper used. 

However, OPM (later succeeded by 
the War Production Board) had not 
made any provision for manufacturers 
to get new copper when they need it 
to alloy with fine gold in the various 
qualities used for karat gold jewelry, 
chiefly 14-karat and 10-karat. 

On behalf of manufacturers whose 
supplies of alloys are low, a subcom- 
mittee of the Jewelers Vigilance Com- 
mittee met late last month with priori- 
ties officials at the Capital to seek the 
release of enough copper for continued 
manufacture of karat gold jewelry dur- 
ing 1942. Jewelers’ representatives 
were G. H. Niemeyer, of Handy & Har- 
man, chairman of the Jewelers Vigilance 
Committee; William Ogush, of Katz & 
Ogush, Inc.; W. Waters Schwab, of J. 
R. Wood & Sons, all of New York, and 
Abraham Shiman, of Shiman Mfg. Co., 
Newark. 

The priorities chieftains—reluctant to 
release any critical metals except for the 
war industries and civilian essentials— 
demanded precise information about the 
quantity of copper used in alloying 
karat gold (not including karat gold 
used for gold filled and rolled gold plate 
jewelry) before giving a Yes or No. 

The Jewelers Vigilance Committee, 





therefore, has asked all manufacturers 
who use karat gold to answer the fol- 
lowing nine questions as the basis of 
an appeal to the Government for the 
right to continue to use and obtain cop- 
per for the production of karat gold: 

1. Number of employees. 

2. Pounds of copper used in 1940. 
(For estimating purposes, the average 
copper alloy for karat gold contains 
about 75 per cent of copper.) 

3. How many man hours of labor did 
this copper produce? (Explanation: 
How many hours altogether did all of 
your men work on karat gold in 1940?) 

4. Irreducible minimum of copper re- 
quired to maintain your business during 
1942. 

5. Are you doing any war work? 

6. What percentage of war 
could you possibly do? 

7. Value of products per pound of 
copper used. (Explanation: What was 
the dollar value of the finished articles 
made of karat gold you produced in 
1940?) 

8. Where do you get your copper cr 
copper alloys? 

9. What karat golds do you use? Per 
cent 10K? Per cent 14K? 

In 1939, production of karat gold 
jewelry in the U. S. had a factory value 
of nearly $32,000,000, compared with 
$13.000,000 for platinum jewelry, $12,- 
000.000 for gold filled and rolled gold 
plate jewelry, and $4,000,000 for sterling 
silver jewelry. 

Rings, valued at nearly $20,000,000 
were the chief kind of karat gold 
jewelry, followed by fraternal and school 
jewelry valued at $5,000,000; bracelets, 
brooches, necklaces, earrings, etc., worth 
$4,000,000; men’s jewelry, with a vaiua- 
tion of $2,500,000, and other articles such 
as cigarette cases, lighters, compacts and 
vanity cases, worth $500,000. 
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Jewelry Industry Leaders Tell Prospects for 1942; 
John Hall Named Chairman of Publicity Board 


“Let’s fight to keep the industry alive. 
The public’s buying power is good and 
we can and must adjust ourselves to 
the situation,’ said G. H. Niemeyer, 
president of Handy & Harman, New 
York, in summing up the prospects for 
the jewelry industry in the coming year, 
at the conclusion of a symposium, par- 
ticipated in by leaders in their respective 
branches of the trade, which featured 
the annual meeting of the Jewelry In- 
dustry Publicity Board, held at the 
Waldorf-Astoria, New York, Saturday 
morning, Jan. 17. 

Chairman Kenneth I. Van Cott pre- 
sented a brief report of the highlights 
of the activities of the organization dur- 
ing the past year and Executive Sec- 
retary William D. McNeil delivered the 
reports of the secretary and treasurer. 
The latter disclosed that during 1941 
the Board received in contributions 
$32,937.02 and disbursed a total of 
$29,818.50 in return for which sum it 
succeeded in having published literally 
thousands of magazine and newspaper 
stories and pictures publicizing jewelry, 
in addition to many uses of its material 
in radio broadcasts and moving pictures 
—all of which adds up to a powerful 
force in influencing public favor toward 
jewelry. 

Mr. McNeil expressed his appreciation 
to the contributors whose checks had 
made the work of the Board possible 
during the past year, and urged that 
others join with them in 1942 so that 
the scope and effectiveness of the 
campaign could be broadened. He far- 
ther recorded his acknowledgment of 
the cooperation of the trade press and 
individual leaders of the industry, who 
had supported the Board with their per- 
sonal time and effort, as well as their 
money. 

Mrs. June Hamilton Rhodes, publicity 
counsel for the Board, presented a de- 
tailed mimeographed report of activities 
throughout the past year and touched 
verbally upon some of the highlights 
such as the 16 fashion shows featuring 
jewelry which had been conducted by 
the organization. 


Gracious Living Must Survive War 

Mr. Niemeyer in discussing the metal 
situation, pointed out that war psy- 
chology makes it necessary to keep sell- 
ing the public the idea of gracious liv- 
ing, thus making the work of the Board 
more indispensable than ever. Certain 
shortages in metal for the future are 
inevitable, Mr. Niemeyer said, and jew- 
elers must adjust themselves to the 
stern realities of the situation. 

John O’Connell, Towle Silversmiths, 
apropos of silverware, expressed the 
view that the war must be won, but that 
the national civilian economy is vital, 
too, and prophesied that in sterling sil- 
ver retail business would be at least 
normal or better for the near future. 
Supplies of silverware are adequate, he 
pointed out, and while the obtaining of 
Stainless steel for knife blades presents 
somewhat of a problem, he believes that 
it can be successfully dealt with. 


Watch Picture Discouraging 

T. Albert Potter, president of the El- 
gin National Watch Co., took a some- 
what pessimistic view as far as the 
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manufacture and sale of American-made 
watches are concerned. American watch 
factories, Mr. Potter said, must of neces- 
sity devote the bulk of their facilities 
to the production of vital war materials, 
which means a correspondingly smaller 
output of watches for normal civilian 
supply and a consequent need for the 
retailer to follow conservative methods 
in his merchandising and credit. policies 
on this product. 

The situation in imported watches was 
dealt with by Norman Morris, promi- 
nent importer, who told of the uncertain- 
ties attending present and prospective 
deliveries. 

Exports from Switzerland of ordinary 
commercial civilian watches are being 
permitted and stocks of these goods are 
coming through, though irregularly, be- 
cause of the uncertainties and fragmen- 
tary schedules of trans-Atlantic shipping 
under present conditions. No chrono- 
graphs and similar special watches, he 
pointed out, are obtainable from this 
source because the Axis authorities re- 
fuse to permit their transit through the 
Axis-controlled territory which  sur- 
rounds Switzerland and there has also 
been a clamping down on the export of 
watch parts, the German authorities ap- 
parently fearing that such parts might 
be used to aid the war effort in this 
country. : 

Business should be good in 1942, Mr. 
Morris stated, with demand probably 
outrunning supply. 


Stone Market Is Strong 

With reference to colored stones, Leo- 
pold Nathan of S. Nathan & Co., pointed 
out that beginning with 1939 the sources 
for such gems have been gradually cut 
off, with a consequent gradual shrink- 
ing of imports and depletion of stocks. 
Little hope is in sight for replenishment 
from the usual sources of eastern Asia, 
but efforts are being made to develop 
the production of goods from South 
American and other deposits. Total 
volume of this kind, however, is still 
comparatively small and with the large 
increase in demand for colored stones 
in recent years, which Mr. Nathan at- 
tributed in large part to the work of 
the Publicity Board, it seems likely that 
the market will continue strong. 

The diamond situation, said Lawrence 
Bodenheimer, diamond importer, has 
been little changed by the entrance of 
the United States into the war, since 
the crucial point of the problem with 
these stones began in June, 1940 with 
the over-running of the Low Countries. 

Since that time melee has been par- 
ticularly difficult to obtain with sup- 
plies of acceptable qualities in these 
small stones growing constantly shorter. 

Sizes from 14 carat per stone upward 
are reasonably good, he said, and pre- 
dicted continuing good business in 
diamonds, especially in the %4 carat to one 
carat sizes. Stones of larger size, said Mr. 
Bodenheimer, are in much less demand 
because the affluent classes who buy the 
bigger goods are feeling the pinch of 
taxes severely, and supplies of melee will 
undoubtedly continue to be short, he 
concluded. 


Ornamentation for Morale 
Carl Rosenberger, of Cohn & Rosen- 
berger, Inc., who was scheduled to dis- 





cuss costume jewelry, was unable to be 
present, but set forth his views on this 
class of merchandise in a letter which 
was read by Secretary McNeil. Costume 
jewelry, Mr. Rosenberger pointed out, 
could be and is being made of many 
other things than metal, and manu- 
facturers are exercising their ingenuity 
to the utmost to promote salable goods 
of attractive design at moderate price. 
Mr. Rosenberger predicted a good year 
for costume jewelry because, said he, in 
war times a bit of sparkle and orna- 
mentation is an important morale 
builder, and costume jewelry satisfies 
that need at small cost. 

Mr. Niemeyer summed up with a few 
pithy and pertinent remarks to the ef- 
fect that while there were undoubtedly 
serious problems ahead for the jeweler, 
it is no time for curling up. 

The meeting closed with the election 
of officers and members of the executive 
committee for the ensuing year as fol- 
lows: John Hall, Hamilton Watch Co., 
chairman; Paul Monohon, Krementz & 
Co., vice-chairman; W. W. Schwab, J. 
R. Wood & Sons, treasurer; Sydney 
H. Ball, F. A. Ballou, Jr., B. A. Ballou 
& Co.; Howard L. Carpenter, Albert 
Walker Co.; Victor Lambert, Lambert 
Bros.; Charles J. Michaels, Michaels, 
Ine., and Alfred J. Roden, Roden Bros., 
I.td., Toronto. 


Watch Firms File Demurrers 
In Alleged Anti-trust Cases; 
Trial Not Before Early Summer 


A total of 15 demurrers to the charges 
filed by the Attorney General against 
the Hamilton, Elgin and Waltham watch 
firms and scores of their distributors, for 
alleged violation of the Sherman Anti- 
Trust Act, were filed on Jan. 15, in the 
U. S. District Court in New York. 

The date for the argument of these 
demurrers and any other motions, has 
been set for Feb. 17, in Room 506, U. S. 
Court House, New York. Because of the 
nature of the charges days and perhaps 
weeks will be consumed in arguing these 
points and probably a few more weeks 
will elapse before the presiding justice 
announces his decision, so it is very un- 
likely that the cases will go to trial be- 
fore early summer. 

The demurrers roughly fall into four 
categories and are characterized as pre- 
senting about the same general objections 
usually raised in similar anti-trust cases. 





Waiting Time During Blackout 
Not Allowed as “Hours Worked” 


Time spent by employees on the 
premises of an employer covered by the 
Wage and Hour Law during black-outs 
or air-raid alarms where no work is 
done need not be compensated for as 
“hours worked,”. Acting Administrator 
Baird Snyder, Wage and Hour Division, 
U. S. Department of Labor, has de- 
clared. Several inquiries on this point 
had been received by Mr. Snyder from 
West Coast factories. 





NEMJ&SA Cancels Banquet 

The N. E. Manufacturing Jewelers’ 
and Silversmiths Association has de- 
cided that its annual banquet, usually 
held in February, will be omitted this 
year. 
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Jewelry Sales 526), Million in 1941; 
Moore Merchandise Sold Than in °29 


U. S. jewelry store sales totaled about $526,500,000 in 1941—by far the largest 
in any year since 1929, and within less than 2 per cent of that vear’s dollar volume. 

More goods were sold last year than in ’29, because the average unit of sale was 
smaller and also because for the year as a whole the average price of jewelry 
store merchandise was 20 to 25 per cent below the price level of 1929. 


As against 1940’s volume of $405,- 
000,000, jewelers’ sales in 1941 increased 
30 per cent, according to the Census 
Bureau’s estimates, based on reports 
from 762 jewelry stores distributed 
through 30 states. For comparative pur- 
poses, sales in 1939 were $362,000,000; 
in 1935, $235,000,000, and in 1933, $175,- 
000,000. 

Most of 1941’s 30 per cent betterment 
in sales over the preceding year occurred 
during the first nine months of the year, 
which averaged 38 per cent ahead of the 
same period of 1940. The first quarter 
ranged between 20 and 25 per cent over 
1940, and the second quarter accelerated 
the increase to 33 per cent in April, 37 
per cent in May and 36 per cent in June. 

Following gains of 40 and 39 per cent 
during July and August over the same 
months of 1940, the big spurt came in 
September, when a “beat-the-sales-tax” 
rush of anticipatory buying caused 
jewelers’ sales to zoom 87 per cent ahead 
of September, 1940. 

October opened the final quarter of 
1941 with an increase of only 9 per cent 
over the corresponding month of 1940, 
but both November and December ex- 
ceeded the same months of 1940 by 16 
per cent. 

The following table shows the average 
increase in jewelry sales during 1941, 
compared with 1940, in 20 states: 

Maine, plus 31 per cent; Masachu- 
setts, plus 28 per cent; Connecticut, plus 
43 per cent; Pennsylvania, plus 27 per 
cent; Ohio, plus 29 per cent; Indiana, 
plus 43 per cent; Illinois, plus 28 per 
cent; Michigan, plus 27 per cent; Wis- 
consin, plus 28 per cent. 

Iowa, plus 25 per cent; Missouri, plus 
30 per cent; Nebraska, plus 27 per cent; 
Kansas, plus 35 per cent; Alabama, 
plus 31 per cent; Arkansas, plus 46 per 
cent; Oklahoma, plus 23 per cent; Colo- 
rado, plus 20 per cent; Washington, plus 
84 per cent; Oregon, plus 27 per cent; 
California, plus 32 per cent. 

Chicago jewelers averaged an improve- 
ment of 23 per cent in sales volume dur- 
ing the year. In Portland, Ore., the 
average gain was 27 per cent; in St. 
Louis, 25 per cent, and in Seattle, 38 per 
cent. 


Letters to the Editor 


Editor, Jewe.ers’ CrrcuLar-KEyYsTONE 

Will you kindly advise where a young 
man can learn the craft of diamond- 
cutting? 

J. H. 

Answer—A_ considerable number of 
firms in New York are engaged in this 
business, and the majority of them are 
training apprentices in diamond-cutting 
and polishing. The entire list, which 
contains somewhat more than a hun- 
dred names, is too long for publication, 
but a few of the larger shops are: 
Baumgold Bros., 62 W. 47th St.; Din- 
hofer Corp., 599 Broadway; Max Fine & 
Sons, Inc., 20-W. 47th St., and Korn- 
berg & Swaab, 74 W. 46th St. A letter 
to any one of these will no doubt bring 
the information as to the possibility of 
employment in this trade. 
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Dr. Edward Wigglesworth, Boston, who will 
supervise instruction at the forthcoming gem 
meetings in Philadelphia and Chicago 


A.G.S. Conclaves 
In Chicago, Phillie 
Early in March 


Concentration on instrument’ work, 
lectures for the tyros as well as ad- 
vanced students and educational tours 
are on the bill-of-fare for members of 
the American Gem Societies, attending 
the annual conclaves, which will be held 
March 8 to 10, at the Adelphia Hotel, 
Philadelphia, for the Eastern Division, 
and March 15 to 17, at the Stevens Ho- 
tel, Chicago, for the Central Division. 
This marks the first time that a con- 
clave has been held in Philadelphia. 

At both conclaves, the Saturday be- 
fore the regular programs get under 
way, will be devoted to special sessions 
for Certified Gemologists. At the spe- 
cial sessions, advanced work on the petro- 
graphic microscope will be given in ad- 
dition to the latest innovations to be 
guarded against in imitations. 

The Gemological Institute of America 
will again supervise instruction at both 
conclaves, under the leadership of Ed- 
ward Wigglesworth, Ph.D., Boston. The 
Educational committee for the Eastern 
conclave is H. V. Paul, Newark; Sam- 
uel Tyack, Boston, and J. Arnold Wood, 
New York. 

For the Chicago meetings, the Edu- 
cational committee consists of Leo J. 
Vogt, St. Louis; William H. Johnson, 
Toledo; Charles Peacock, III, Chicago, 
and Charles Carolyne, Youngstown, O. 

Numerous lectures will be delivered 
by the educational staff in addition to 
contributions by several guest lecturers. 
Two separate series of lectures will be 
presented, those for the advanced stu- 
dents of gemology, and those for be- 
ginning students. Instrument instruc- 
tion will again feature the educational 
program, with three instrument instruc- 
tion sessions of three hours each taking 
a prominent place. Several students are 
gathering groups of stones that are 
especially difficult to identify in an ef- 
fort to stump the “experts.” 

Monday evening’s and Tuesday eve- 





ning’s programs at both conclaves will 
be in charge of the local guilds of the 
A.G.S. Monday evening will feature a 
“smoker” under the direction of all 
C.G.’s. The guilds are planning Tues- 
day’s programs to include several edu- 
cational tours including trips to diamond 
cutting, lapidary, and jewelry manu- 
facturing plants. 

The host guild in Philadelphia is led 
by the president, Oscar Kind, Jr., C.G., 
of S. Kind & Sons; Elwood A. Davis, 
R.J., of Millard F. Davis, Inc., Wil- 
mington, Del., vice-president; and Ken- 
neth MacLennan, of Fulmer and Gib- 
bons, Philadelphia, secretary. 

In charge of the preparations for the 
Chicago conclave is H. Paul Juergens, 
one of the oldest C.G.’s. Recently 
elected vice-president is C. D. Peacock, 
III, R.J., of C. D. Peacock, Chicago; 
Hans J. Bagge, C.G., of J. Milhening, 
Inc., Chicago, is secretary, and Jack © 
Lund, R.J., of the Fred M. Lund 
jewelry store, Chicago, is treasurer. 


New York Jewelers Organize 
To Raise Funds for Red Cross 


Determined that the jewelry industry 
of Greater New York shall acquit itself 
creditably in the current drive for funds 
by the American Red Cross, a group of 
leaders of the industry gathered at the 
Hotel Chatham, New York, for luncheon 
on Tuesday, Jan. 27, to organize for a 
100 per cent collection throughout the 
New York trade. Fourteen teams were 
created, each with a captain represent- 
ing some one division of the industry. 
Each was assigned a certain specific list 
of jewelry firms to be solicited for 
donations. 

Chairman of the industry committee 
is Victor Lambert, Lambert Bros., with 
Aaron Sverdlik, Robinson & Sverdlik, 
as co-chairman, and Charles T. Evans, 
secretary of ANRJA, as secretary. 

Team captains are: Charles Braun- 
stein, Benjamin Eichberg, Walter Eitel- 
bach, Marcus Fishman, J. L. Grant, 
Henry Jacobson, Bert Kaufman, Isidore 
Lipschutz, Norman M. Morris, Leopold 
Nathan, William Bogush, Herbert I. 
Ollendorff, Daniel Price and Rawson L. 
Wood. 

It is intended that everyone in the 
jewelry industry in the New York area, 
whether manufacturer, importer, whole- 
saler or retailer, will be approached by 
the committee and given an opportunity 
to contribute. 

With a goal of $7,330,000 assigned to 
Greater New York, the jewelry indus- 
try’s share will be a substantial one. 


Credit Selling Curbed 

(From page 111) 
cent down, but who could handle pay- 
ments in the generally accepted manner? 

Instalment control would not divert 
many watches to Defense and military 
needs because the average instalment 
sale of a watch is below $30, consider- 
ably less than the price of a watch suit- 
able for military purposes. 

Most men and women entering war 
work have watches which are cntirely 
suitable, and fears of a great shortage 
should not be magnified to anticipate 
evils that may not arise. 

If the instalment sale of watches, 
clocks and silver must be “chilled,” don’t 
“freeze it to death”—a 10 per cent down 
payment would discourage instalment 
selling to a material degree but would 
not be prohibitive. 
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Nearly 1000 members and guests assembled in the grand ballroom of the Waldorf-Astoria 
Hotel to celebrate the 40th anniversary of the Jewelers’ 24-Karat Club 


$10,000 Gift to Red Cross Made by 24-Karat Club; 
G. H. Niemeyer Honored at 40th Annual Banquet 


A special milestone in the history of 
America’s foremost jewelry social or- 
ganization was marked on Saturday, 
Jan. 17, when the 24-Karat Club of the 
City of New York celebrated its 40th 
anniversary with its traditional top- 
flight banquet. 

In only one respect did the affair part 
with tradition. For the first time in 
many years, if not in the entire history 
of the organization, no elaborate sou- 
venir was distributed. Instead, the club 
contributed to the American Red Cross 
a check for $10,000, which was presented 
during the ceremonies at the opening of 
the banquet by P. Irving Grinberg, pres- 
ident, to Stuart M. Crocker, executive 
vice-chairman of the Red Cross War 
Fund of Greater New York, who ac- 
cepted with appropriate thanks in be- 
half of his organization. 

Members and guests were also given 
a little keepsake of the anniversary in 
the form of a pocket piece shown here. 

From the same dies was struck one 
medal of 24-karat gold which was pre- 
sented by Mr. Grinberg to G. H. Nie- 
meyer in recognition of the latter’s many 
years of outstanding service to the club 
and to the jewelry industry at large. It 
was also a memorial of the 20th anni- 
versary of Mr. Niemeyer’s presidency of 








Souvenir pocket-piece commemorating the 
club's 40th anniversary 


the club in 1921 and of the completion 
of his 15 years of chairmanship of the 
banquet committee. In presenting the 
medal to Mr. Niemeyer, Mr. Grinberg 
remarked that the material of which it 
was made was highly appropriate, both 
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because of the name of the club and 
even more importantly because, said Mr. 
Grinberg, “Mr. Niemeyer himself is fine 
gold.” 

Attendance at the dinner again taxed 
the capacity of even the Waldorf-As- 
toria’s grand ballroom, 965 members and 
guests being on hand for the affair, 
which got underway with the formal 
reception in the foyer at 6:30 p. m. 
Promptly at 7 o’clock the bugle sum- 
moned the banqueters and the guests of 
honor were escorted to their seats on the 
dais by the members of the reception 
committee. The invocation was _ pro- 
nounced by Rabbi Lawrence’ W. 
Schwartz, and President Grinberg wel- 
comed the guests. The dinner itself was 
another of the sumptuous masterpieces 
for which the Waldorf-Astoria and the 
24-Karat Club are famous and the sauce 
of good fellowship lent the crowning 
touch to the repast. 

Nine entertaining acts followed the 
dinner. After joining in “Auld Lang 
Syne” the diners adjourned to the upper 
regions of the hotel where informal 
parties continued till the last weary 
merrymaker was ready to call it an eve- 
ning. 

Guests of honor at the head table 
were: Rabbi Lawrence W. Schwartz, 
Jewish Community Center of White 
Plains, N. Y.; Frederick A. Ballou, Jr., 
president, New England Manufacturing 
Jewelers’ & Silversmiths’ Association; 
William M. Birks, Montreal, Quebec; 
Alpheus L. Brown, honorary member, 
the 24-Karat Club; Howard L. Carpen- 
ter, president, The Jewelers Board of 
Trade; Stuart M. Crocker, executive 
vice-chairman, Red Cross War Fund of 
Greater New York; Walter Ejitelbach, 
president, Jewelers’ Security Alliance; 
Birger E. Ekblad, president, Canadian 
Jewelers’ Association, Inc.; George P. 
Engelhard, president, Chicago Jewelers’ 
Association; Arthur M. Horne, presi- 
dent, Boston Jewelers’ Club; Hon. Joseph 
W. Martin, Jr., minority leader, House 
of Representatives; William D. McNeil, 
executive secretary, Jewelery Industry 
Publicity Board; Judge Alex Pisciotta, 
Magistrate, City of New York; Ralph 
Roessler, president, National Association 


of Credit Jewelers; M. D. Rothschild and 
Harry M. Stegeman, honorary members, 
the 24-Karat Club; Henry W. von Un- 
ruh, president, American National Retail 
Jewelers Association, and Roy C. Wil- 
cox, president, Sterling Silversmiths 
Guild of America. 

Present officers of the club are: P. Irv- 
ing Grinberg, president; Walter Eitel- 
bach, vice-president; Lee Reichman, 
treasurer, and Alan L. Brown, secretary, 
with G. H. Niemeyer, chairman, Sig- 
mund Cohn, Walter N. Kahn, Edward 
Krehbiel, Albert E. Levy, Daniel Price, 
W. Waters Schwab and Otto D. Worm- 
ser completing the board of directors. 








FOR THE MEMO PAD... 
FEBRUARY 


1 New York Jewelers Benev- 
olent Association Banquet, 
Manhattan Center. 

2-13 Chicago Gift Show, Pal- 
mer House. 

7 Boston Jewelers Club Ban- 
quet, Copley Plaza. 

9-10 Canadian Jewellers’ Asso- 
ciation Convention, To- 
ronto. 

11 24 Karat Club of Cleve- 
land and Northern Ohio 
25th Banquet, Hotel Stat- 
ler, Cleveland. 

17 Maiden Lane Outing Club 
Banquet, Park Central, 
New York. 

21 Golden’ Roosters’ Ban- 
quet, Drake Hotel, Chi- 
cago. 

22 Horological Society of 
New York Banquet, Park 
Central. 

23-27 New York Gift Show, Ho- 


tel Pennsylvania. 


MARCH 


1 Executive Comm. of Re- 
tail Jewelers Association 
of Greater New York ban- 
quet, Hotel Astor. 

8-10 Gemological Institute of 
America Conclave, Adel- 
phia Hotel, Philadelphia. 

9-13 Boston Gift Show, Hotel 

_ Statler. 

15-17 Gemological Institute of 
America Conclave, Stevens 
Hotel, Chicago. 

15-17 California R. J. A. con- 
vention, Hotel Roosevelt, 
Hollywood. 

15 Associated Credit Jewelers 
of New York & New Jer- 
sey, Waldorf-Astoria, New 
York. 

20 Louisiana R. J. A., Hotel 
Roosevelt, New Orleans. 


22-24 Texas R. J. A., Beaumont. 
APRIL 
12-13 Arkansas R. J. A. Conven- 


tion, Little Rock. 
12-14 Minnesota R. J. A. Con- 


vention, Hotel Nicollet, 
Minneapolis. 

19-20 Oklahoma R. J. A. Con- 
vention. 


26-27 Georgia R. J. A. Conven- 
tion, Valdosta. 


MAY 
4-5 Wisconsin R. J. A. 
11-12 Illinois R. J. A. Conven- 
tion, Belleville Hotel, 
Belleville. 
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$3,720,420 Tax 
Paid on November 
Sales of Jewelry 


The nation’s fighting program against 
Hitler, Hirohito and Mussolini has re- 
ceived a “jewelry” check for $3,720,- 
419.74—second in a series of monthly 
payments that will continue until victory 
is won. 

This check represented the 10 per cent 
Retailers’ Excise Tax on jewelry sold 
during the month of November and col- 
lected during December by the Bureau 
of Internal Revenue. The highest of the 
three such excise taxes, it was larger than 
either the tax on furs, which yielded 
$3,087,126, or toilet preparations, which 
produced $2,153,183 in revenue for Uncle 
Sam. 

Even so, the November tax on the sale 
of all commodities classed for tax pur- 
poses as jewelry was considerably less 
than might have been anticipated, as- 
suming that retail jewelers alone paid 
$3,376,128 as their share. This would 
leave only $344,291 collected from syn- 
dicate stores, department stures, dress 
shops, drug stores and other retail out- 
lets. 

The jewelry retailers’ part of the No- 
vember return could be estimated at the 
figure of $3,376,128 by the following 
reasoning: (1) Total jewelry store sales 
for 1941 were believed to be $526,500,- 
000; (2) November sales ordinarily are 
8.2 per cent of the whole annual volume, 
which would result in $43,)73,000 as 
jewelers’ total November receipts; (3) 
of this sum, about 21.8 per cent escapes 
a retail sales tax (repairs, optical goods, 
giftwares, cameras, radios, electric ap- 
pliances, etc.), leaving jewelers’ taxable 
November sales of $33,761,286, on which 
the 10 per cent tax would be $3,376,128. 

If this statement of accounts is sub- 
stantially correct, the question may be 
asked whether all department stores, 
druggists, five and tens and cther cutlets 
that sell watches, clocks, costume jewelry 
and other jewelry goods of whatever 
price or composition are paying the 10 
per cent tax that is required by law. 
Obviously, in the imposition of any new 
tax, many loopholes must be plugged, 
whether they result from ignorance or 
from willful intent to evade. 

For the first month of the Jewelry 
Tax, October, the tax yielded $1,739,- 
464. Since October sales usually are 7 
per cent of the year’s total—a percent- 
age only little less than November’s cus- 
tomary 8.2 per cent--and since the No- 
vember yield was more than 75 per cent 
greater than the October tax return, it 
is obvious that many of these Joopholes 
have already been ciosed. 


West Side R.J.A. Banquet, Feb. || 


The eighth annual banquet of the West 
Side R.J.A., to be held at the Midwest 
Athletic Club, Hamlin Ave. and Madi- 
son St., Chicago, on the night of Feb. 
11, will be known as the Red, White 
and Blue Dinner Dance and Ball. Elabo- 
rate preparations have been made for 
the event and a large attendance of re- 
tailers, wholesalers and their wives is 
expected. 


q Payrolls of the Rhode Island jewelry 
manufacturing industry in 1941 were 
30.5 per cent above the preceding year. 
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Allied Jewelry Interests 
Promise Full Support 
To California R.J.A. Conclave 


A highly important meeting of the 
directors of the California R.J.A. and 
representatives of the wholesalers and 
manufacturers jewelry trades was held 
at Fresno, Cal., on Jan. 18, with Peter H. 
Boyson, president, in the chair. Repre- 
sentatives from all parts of the state 
were present. 

The wholesalers and manufacturers 
again placed themselves on record as in 
complete cooperation with the retail as- 
sociation. Apparently differences which 
have cropped up in the past have been 
forgotten. 

An important step was the choosing 
of William M. Erb, editor of Pacific 
Goldsmith as temporary managing di- 
rector, until a permanent managing di- 
rector be chosen at the annual con- 
vention in March. 

The convention was tentatively set to 
be held in the Hotel Roosevelt, Holly- 
wood, March 15 to 17. Herman Seigel, 
director from Los Angeles, and _ pro- 
prietor of Robbins, Inc., was named 
general chairman. James A. Apffel, Los 
Angeles manufacturing jeweler, will 
head the entertainment committee. Both 
will be assisted by Isador Behrstock, 
Los Angeles, and C. L. Runyon, Hunt- 
ington Park. 

The gathering felt the March con- 
vention of great importance. Plans are 
being formulated for a real gathering 
of all engaged in the jewelry business 
in the state, with the major objective 
of determining how the industry can 
conduct its business in the most profit- 
able manner, and thus be able to play 
its part in the country’s war effort. 

Committees appointed to report at 
the March convention are: Constitution 
and by-law revision, Armond Jessop, 
chairman, James F. Apffel, Clarence L. 
Runyon, and George Finley. Finance and 
Budget, P. W. Rowe, Earl Boswell, 
Julius Loeb, C. Christanson and manag- 
ing director, William M. Erb. 


Floyd Odlum to Address 
Silver Anniversary Dinner 
OF Cleveland 24-Karat Club 


Floyd Odlum, Director of the Contract 
Distribution Division of the Supply Pri- 
orities & Allocation Board, is scheduled 
to be the speaker at the 25th anniver- 
sary banquet of the 24-Karat Club of 
Cleveland and Northern Ohio, to be held 
in the grand ballroom of the Hotel Stat- 
ler, on Feb. 11. 

Lewis I. Benway, club president, said, 
“We are looking forward to this event 
with great interest. Those familiar with 
Mr. Odlum’s career as business execu- 
tive, financial advisor and government 
executive can expect a very enlightening 
address. His message, of course, will 
cover the part that we businessmen will 


play in the present emergency and how * 


to make adjustments during this trying 
period.” 

The Silver Anniversary committee 
appointed by Mr. Benway, is composed 
of Samuel R. Zwee, chairman; Philip 
Friedman, Charles Schaeffer, Maurice 
Roberts, H. N. Beattie and William 
Theis. An unusual entertainment pro- 
gram has been arranged. 
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Be the First in Your Town 


to Feature the PATRIOT PIN 








)REMEMBER PEARL HARBOR, 


pelPins * * 


ap PAT. APP. FOR 





@ READY for IMMEDIATE Delivery. Retails at $1.00 


@ In Two Sizes (small size also available with Button Back) 


@ With the official approval of the Honolulu Community Chest, 10% 


of the retail price of these pins is contributed to their Fund. Authentic 


pins are stamped “For Aid to Honolulu Community Chest” 














FEATURED 
Editorially in 
Leading Fashion 
Magazines. Also 
in important 
newspapers from 
coast to coast 
NATIGNALLY 
ADVERTISED 


*Reg. No. 13280 





Walter Lam pl 


“Creators 


608 FIFTH AVENUE 
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UNUSUAL-—AS USUAL” 


NEW ¥ORK CITY 





KEEP EM FLYING 


FLAGS FOR ALL COUNTRIES 


single or crossed with USA in baked 
hard enamel, pin or screwback V-PINS 
and V’s with crossed flags (Patented). 
EMBLEMS, RINGS, TIE CLIPS, 
COMPACTS and CIGARETTE 
CASES decorated with flags. Any 
metal. Large stock. 


Ask for our price list. 


FLAG LINE GOODS 


311 East 51st Street, N. Y. C. 


Showroom — 225 5th Ave. — Room 305 
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In all Schumer-created special 
orders. Send us your specifica- 
tions. We'll submit a design— 
without obligation. 








DECEMBER SALES HOLD 16 PER CENT GAIN 


ff LESS THAN O5% 
BB NON-REPORTING STATE! ) 
A \NSUFFICIENT DATA 
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Exceeding by 33 per ceat the general increase in all sorts of retail business, the na- 
tion’s jewelry stores averaged a gain of 16 per cent during December, 1941, com- 
pared to the same month of 1940. All retail sales were only 12 per cent higher. The 
jewelers’ rate of increase during the holiday month was exactly the same as their 


November gain. 

The accompanying map shows in per- 
centages how jewelry store sales during 
December 1941 compared with business 
done in December 1940, and is based on 
reports from more than 800 independent 
jewelry stores to the Current Statisti- 
cal Service, E. J. Engquist, Jr., chief, of 
the Bureau of the Census. 

Activity in agriculture and its zinc 
and lead mines, plus sales to service 
men in Army camps, were partly respon- 
sible for a 43 per cent gain averaged 
by Arkansas jewelers, who for the third 
successive month enjoyed the widest 
margin over last year among any of the 
reporting States. In Kansas, jewelers’ 
average increase was 39 per cent, re- 
flecting industrial activity, particularly 
in aircraft production. Indiana and 








Connecticut jewelers’ sales increased by 
33 and 31 per cent, with added employ- 
ment and payrolls in the war industries 
again responsible for much of the bet- 
terment. 

In addition, Alabama, Iowa, California, 
Massachusetts and Illinois averaged in- 
creases of 20 per cent or more. 

JC-K’s Index of Retail Jewelry Sales 
soared to 586.5 for December 1941, com- 
pared with 505.6 in the same month of 
1940, 444.3 in the same month of 1939, 
and 383.3 in the same month of 1938. 
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RETAIL JEWELRY SALES 
Month by month for past four years 
Taking January, 1938, as 100: 
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Wallace Makes Promotions; 
Don Leach Is Sales Manager 


Don Leach, who for the past several 
years has been Eastern sales manager 
of R. Wallace & Sons Mfg. Co., Walling- 
ford, Conn., has been advanced to the 
position of general sales manager. 

He is succeeded in his former post by 
Jack Banks, who was in Wallace’s hotel 
department in Chicago. 

Al Taylor, formerly assistant Eastern 





sales manager is now assistant general 
sales manager under Mr. Leach. The 
promotions were announced Jan. 1. 


Tiny quarter-inch, gold filled crosses 
are offered free to every man in uniform 
who calls at the Arthur A. Everts Co. 
jewelry store in Dallas, Texas. Mr. 
Everts says the crosses are symbols of 
American faith in the fundamentals of 
religion. 
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This was the festive scene at the Stevens Hotel, as the Chicago Jewelers’ Association 
carried on in spite of the War with one of its traditional annual banquets, which were not 
interrupted even during the height of World War |. 


Chicago Jewelers’ Association Dines “As Usual" 
For 66th Year; 900 Members and Guests Attend 


For the 66th consecutive year, in spite 
of wars, depressions and other obstacles, 
the Chicago Jewelers’ Association has 
gathered each year, for its splendid an- 
nual banquet. This year was no excep- 
tion. On the evening of Saturday, Jan. 


10, members and their guests to the | 


number of approximately 900 gathered 
at the Stevens Hotel. 

Starting with informal get-togethers 
in the suites of members throughout the 
hotel, the banqueters gathered at 6 
o'clock for the formal reception and 
cocktail party preceding the banquet, 
which was followed by an entertaining 
floor show of ten fast moving acts with 
the accent on comedy. 

At the close of the affair, souvenirs 
were distributed as usual, the gift con- 
sisting of a handsome _ gold-capped 





A gold-capped Parker 5! pen, the souvenir 


Parker “51” fountain pen, pictured here- 
with, with a supply of the special ink 
used in this pen which dries as it writes. 

Seated at the head table were: George 
Engelhard, president of the Chicago 
Jewelers’ Association; Dr. Louis L. 
Mann, who pronounced the invocation, 
and G. V. Dickinson, Harold Alberts, 
Wilbert F. Crowley, Berger E. Ekblad, 
P. Irving Grinberg, G. H. Niemeyer, 
Ralph Roessler and Henry W. von 
Unruh. 

The committee in charge of the ban- 
quet consisted of: Thomas G. McMahon, 
chairman, R. Schell Hulbert, Webb C. 
Ball, Clifford I. McLane, Tom White 
and George Engelhard, ex-officio, who 
are to be complimented upon carrying 
through in fine style to the last detail 
an affair which has become an outstand- 
ing tradition of the jewelry industry. 
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Milwaukee Jewelry Groups 
Donate $125 Collection to A.R.C. 
At Sixth Annual Banquet 


The Sixth Annual Jewelers Banquet, 
held at the Elks Club in Milwaukee, 
Jan. 22, really developed into what the 
speaker of the evening, Dr. Millard 
Tufts, Council of Civil Defense, sug- 
gested it should be known as, “The 
Jewelers Defense Banquet.” About 300 
jewelers representing every branch of 
the trade were present to enjoy the din- 
ner and entertainment. 

During the dinner hour a _ collection 
for the Red -Cross totaled more than 
$125. Edwin R. Fuchs, past president 
of the Wisconsin R.J.A., presided. 
The entertainment was far above the 
average, with Vincent Gottschalk mas- 
ter of ceremonies. Those at the speak- 
er’s table, representing the various 
branches of the trade and introduced by 
E. R. Fuchs, were: Edward Maas, Maas 
Engraving Co.; Henry F. Stecher, trea- 
surer, Wisconsin R.J.A.; Henry Jung, 
secretary, A.G.S. Guild; C. G. Ander- 
sen, president, Milwaukee Watchmakers 
Association; Lester C. Beck, president, 
Milwaukee Wholesale Jewelers Associ- 
ation; A. G. Schulenberg, banquet chair- 
man; Sam Dalin, president, Wisconsin 
R.J.A.; LeRoy Steller, president, Mil- 
waukee Jewelers Guild; Adolph Possin, 
chairman prize committee; Joe Hurbis, 
president, Wisconsin Watchmakers As- 
sociation, and Harold Fluegge, presi- 
dent, Fluegge Optical Co. 





Repair Jobs May Be Guaranteed 
For Only 90 Days in Minnesota 


The matter of shortening watch re- 
pair guarantees to 90 days is under con- 
sideration by the Minnesota Master 
Watchmakers Association. It was agreed 
at a recent meeting that a shorter guar- 
antee is desirable. Some want to limit it 
to six months while a large group want 
a three-month limit. 





Defense Stamps as Premiums 


Defense Stamps to the value of $2.50 
were given with every purchase of $19.95 
during the Christmas buying season, by 
the Peacock Jewelry Co. of Wichita, 
Kans. 














DEAD STOCK 
ON YOUR SHELVES 
OR 
CASH IN THE BANK 


Probably like most jewelers, 
you have a lot of old shop- 
worn gold plated and silver 
merchandise that’s unsalable 
in its present state. 


You can easily turn it into 
bright, attractive items at neg- 
ligible cost by cleaning and 
replating with Green's Ready- 
Mixed Sal-Hyde Plating Salts. 


Sal-Hyde makes replating 
easy and profitable. All you 
have to do is to add the pre- 
scribed amount of water and 
you have the finest plating 
bath that chemical science 
and highest quality ingredi- 
ents can produce. The cost is 
less than mixing your own, 
and the results are better. 


Sal-Hyde is available in all 
the popular shades of gold as 
well as silver, rhodium, cop- 
per and other metals. 


Can be used with any electro- 
plating equipment. 


Let us send you complete 
details and price list. 


W. GREEN ELECTRIC CO., Inc. 


130 Cedar St. 
NEW YORK _Est. 1892 ‘N.Y. 


Just 
Add 
Water 
And 
Use 

















Creations of Quality 
EMBLEMATIC JEWELRY 


32 DEGREE 
MASONIC JEWELRY 


Now that the em- 
blem business is in- 
creasing, have you 
an adequate stock to 
fill the demand ? 


WEFFERLING, BERRY, 
WALLRAFF, Co.,Inc. 


Makers of 
fine Emblematiec Jewelry 


8B ROSE ST., NEWARK, N. J. 





Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes Ear- 

rings, Cuff Links and Studs to match 
Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 














OBITUARIES ... 


Jack Sincuieterry, 79, retired jeweler 
of Shreveport, La., died Dec. 29. 

Jessr Bet Friern, 73, retired jeweler, 
died at a Burbank, Cal. hospital, from 
head injuries suffered in a fall Dec. 28. 

Samvuet T. Wotr, former jeweler at 
Elwood, Ind., died Dec. 15, at his home 
in Cincinnati where he resided since his 
retirement several years ago. 

Curis Sotumay, former jewelry store 
owner at Lambertville, N. J., died sud- 
denly of a stroke on Jan. 8. He for- 
merly conducted the jewelry establish- 
ment founded by his father, Calvin. 

Epwarp C. Poace, 78, retired Cincin- 
nati jeweler, died last month. Poage 
entered the jewelry business as a young 
man and operated stores at various lo- 
cations in Cincinnati. 

Frep W. Ho.imes, 64, former mayor of 
Sayre, Okla., and past president of both 
the Oklahoma jewelers’ and optometrists’ 
associations, died Jan. 12. He is survived 
by his widow and a son, Fred Holmes, 
Jr. 


Joun G. Arnoxp, 65, president of the 


Penn Pitt Silver Co., silversmiths, for- 
merly the Hotel Service Co., died sud- 
denly Jan. 12, in his home, Dormont, 
Pittsburgh, Pa. Mr. Arnold was active 
in Odd Fellows’ work and other fra- 
ternal organizations. 

Carvin E. Fritts, 67, jeweler of Sag 
Harbor, N. Y., died Dec. 19, after an 
illness of nine months. His jewelry busi- 
ness, established in 1898, became one of 
the largest on Long Island. He had 
been very active .in civic, Masonic and 
social life of his community. 

Joun H. Lorr, 68, retired jewelry 
maker, died of a heart attack, Dec. 31, 
at his home in St. Louis, Mo. He was 
founder of Lott Bros. Jewelry Manufac- 
turing Co. with which he was associated 
until his retirement 13 years ago. He 
was a veteran of the Spanish-American 
war. 

F. F. Hurp, 82, of F. F. Hurd Co., 
Denver, died on Dec. 28, after a heart 
attack on the day before. Mr. Hurd was 
the first to introduce Indian jewelry in 
the jewelry trade and has been manu- 
facturing silver jewelry in Denver for 
more than 40 years. Previous to that he 
was associated with his brother in man- 
ufacturing gold jewelry in New York. 

Miss Grace Davinson, associated with 
Frederick Widmer, Boston jeweler, died 
suddenly, Dec. 22. Miss Davidson’s 
years of service in the jewelry business 
began in the gay nineties. She built up 
a large following among New England 
retail jewelry buyers and was a recog- 
nized authority on antique silver and 
jewelry. 

Warren Jupson Gurney, 70, for years 
was a partner in the jewelry firm of 
Gurney and Ware, Kansas City, Mo., 
died in Orlando, Fla., Jan. 4. He was 
active in all civic enterprises and a de- 
voted member of jewelers associations. 
Since his retirement he had been de- 
voting his time to his real estate hold- 
ings in Florida. 

RanpoteH A. GREENE, 77, veteran re- 
tired jewelry manufacturer and promi- 
nent in Providence military and fra- 
ternal circles died Jan. 14, after an ill- 
ness of five weeks. He learned jewelry 
toolmaking early in life, and foe many 
years was a partner in the R. A. & W. S. 
Greene Jewelry Co., of Providence, 
which dissolved in 1934 when Mr. Greene 
retired. 

Wim Funk, 54, watchmaker for 


the Southam Watch Co., Cincinnati, died 
last month at the National Military 
Home, Dayton, O., where he had been a 
patient for several weeks. He was active 
in the Masonic Order and was a member 
of the Last Man Club, Cincinnati Chap- 
ter of Disabled American Veterans of 
the World War. One of his two sons is 
a sergeant in the Army. 

A. A. Imuorr, 81, who for more than 
50 years was connected with ihe jewelry 
business in Denver, Colo., died at the 
home of a daughter, in Florence, Ala., 
on Jan. 1. He had been ill for about 18 
months. He came to the United States 
from Switzerland at the age of five years 
and lived in Chicago for 25 years and 
then moved to Denver where he was en- 
gaged in the jewelry business before re- 
tiring recently. 

EK. F. Georce Hitsincer, 58, popular 
retired manufacturer’s representative, 
of New York, widely known to the trade 
throughout the east and middle-west 
which he covered for many years, died 
Jan. 11, after several months of failing 
health. He was an ex-president of the 
Jewelers Fraternal Association, and had 
once been active in the Maiden Lane 
Outing Club, both of New York. He was 
elected state president of the National 
I.eague of Masonic Clubs in 1924. 

Aveusr ScuNneier, 76, retired official 
of the Fruh-Schneider Co., Cincinnati re- 
tailers, died Dec. 31. He had been in 
poor health for three years. He is sur- 
vived by a step-son, Richard M. Fruh, 
who now operates the jewelry business. 
One of the best known members of the 
Cincinnati jewelry trade he had been en- 
gaged in the work since a young man. 
After being associated with the E. & J. 
Swigart Jewelers’ Supplies Co. for a 

















Vikinc CRarr 


BEAUTY THAT PREVAILS 


ORIGINAL CREATIONS 
in STERLING SILVER 


Patent Pending 


ALBERT HORWIG 


maker of 


ViKinc CRAFrt 


Brooches — Bracelets 
Necklaces — Earrings 
71 Nassau St., N. Y. C. 
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long time, he founded his own retail 
business in partnership with the late 
George Fruh about 35 years ago. 

Norpert SALTER, 69, diamond importer 
for the past 40 years with offices at 551 
Fifth Ave., New York, died Jan. 4. An 
air raid warden, Mr. Salter had recently 
received a citation from civilian defense 
authorities for demonstration of a black- 
out of an apartment house, in the sec- 
tion in which he served. He was a 32nd 
degree Mason. Mr. Salter came to this 
country from Austria in 1901. Besides 
a widow, his survivors are a dau 1ater, 
Sylvia Werner, of the Werner Watch 
Co.; three sons, Berthold, Harry, a radio 
musical director, and Louis, Southern 
representative of the Longines-Witt- 
nauer Watch Co. 

Sot Hess, 69, prominent and active in 
the wholesale jewelry trade of Chicago 
for many years but best known as the 
creator of the syndicated comic strip, 
“The Nebbs,” died Dec. 31, at his home 
in the Shoreham Hotel, Chicago. Mr. 
Hess went to Chicago in his early youth 
and at once entered the jewelry business 
as an errand boy, later becoming a mem- 
ber of the firm of Rettig, Hess & Mad- 
sen, who operated as American watch 
distributors in Chicago and Minneapo- 
lis. He always participated in all activi- 
ties of the industry and for many years 
served on the social relations committee 
of the Chicago Jewelers Association and 
helped plan many of the annual ban- 
quets. He was one of a very few hon- 
orary members. Although he retired 
from business when his comic strip 
which he created in 1923, became popu- 
lar, he never gave up his close contacts 
with his friends in the trade. Always 
a popular raconteur, his ready wit 
proved a boon for a number of cartoon- 
ists and newspapermen, including Sidney 
Smith, Ring Lardner, Harold Gray and 
Hughie Fullerton, with whom he con- 
stantly lunched. At the suggestion of 
Mr. Smith, creator of “The Gumps” he 
entered the comic strip field as idea 
man for Mr. Smith. He created the 
character of Rudy Nebb as a result of 
controversy in which he maintained that 
comic characters should be raised from 
slapstick to the level of real life and 
confronted with everyday problems. 


Robert S. Lange, 
38, Cincinnati 
jewelry company 
official who was 
active in local 
civic affairs, died 
on New Year’s Day 
from a heart at- 
tack. He had been 
manager of the 
Lange Jewelry Co., 
for 10 years. He 
was a director of 
the Kiwanis Club 
and was chairman 
of its entertain- 
ment committee. 
He attended the 
Wharton School of 
Finance, 





Univer- Lange,  secretary- 
sity of Pennsyl- treasurer of A. G. 
vania. Surviving Schwab & Sons, 


are his mother and Inc., Cincinnati 
his father, Louis wholesale jewelers. 
‘ JosepH P. Burirmcame, 84, retired 
jewelry: manufacturer of Pawtucket: and 
Providence, R. I., and one of the Big 
Six in Rhode Island Republican circles of 
another era, died Dec. 81. He was a 
former member of the state Board of 
Public Roads, state Railroad Commis- 
sioner and served a term as speaker of 
the state assembly. He was active in 


Masonic circles and was a holder of the 
38rd degree. 


He entered the jewelry 
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Philadelphia Guild Working 
For Watchmaker Licensing 


A thorough discussion of. the proposed 
licensing law for watchmakers in the 
state of Pennsylvania featured the 
meeting of the Horological Guild of 
Philadelphia, Jan. 13. H. R. Pedrick, 
vice-president of the Horological Asso- 
ciation of Pennsylvania, presided. The 
membership enthusiastically endorsed a 
program calling for all members to work 
toward having the proposed bill passed 
at the next session of the Pennsylvania 
legislature. I. E. Binstock, attorney for 
the state organization, reported nearly 
all of 1000 jewelers and watchmakers, 
in replying to a questionnaire, voted in 
favor of the proposed licensing law. 
Under its terms, all watchmakers now 
in the trade would obtain permits with- 
out an examination, but those who seek 
to come into the business later would 
have to take an examination to get a 
license. Several states which now have 
a similar law have found it beneficial to 
jewelers and employes and particularly 
to the public, according to Mr. Pedrick. 
Several new members were admitted at 
the meeting. Edward Miller, a well- 
known Philadelphia watchmaker, dem- 
onstrated with blackboard sketches, the 
work watchmakers are now doing for 
the defense program at the Philadelphia 
Navy Yard, Frankford Arsenal and the 
Bendix plant. 
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Overtime Payments May Be Made 
In Defense Bonds, Stamps 


While workers cannot waive their 
rights to time and a half for overtime 
after 40 hours, they may voluntarily ac- 
cept straight time in cash and the bal- 
ance in defense securities, Baird Snyder, 
Acting Administrator of the Wage and 
Hour Division, U. S. Department of 
Labor, said today. 

“Under the Fair Labor Standards 
Act, employees cannot change the law 
by waiving the overtime provision. How- 
ever, if they voluntarily wish to make 
a contribution to the Victory Program, 
they may agree with their employers to 
accept their overtime compensation in 
defense bonds or similar Government se- 
curities. 





BUY DEFENSE BONDS 





manufacturing industry at the age of 11, 
when he went to work for the George H. 
Fuller Jewelry Co., Pawtucket. In 1881 
he was one of the founders of the Mc- 
Nair, Hogg & Burlingame Jewelry Mfg. 
Co., Providence, which business was 
liquidated in 1931. 

Frepertck ALEXANDER BAGNALL, 66, 
former jewelry manufacturer, and re- 
cently in charge of service and supply 
in the tool department of Swank, Inc., 
died on Jan. 1, after a month’s confine- 
ment. to bed. Mr. Bagnall started in 
the trade with Sykes & Strandberg as 
superintendent, later held the same job 
with the W. E. Richards Co.; then 
joined the Electric Chain Co., of which 
he was vice-president for 12 years, and 
then went to Owatona, Minn., as con- 
sultant for the Josten Mfg. Co., for 
about two years. One son, J. Carlton 
Bagnall, is vice-president of Swank, Tic. 
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For All Your 
STONE NEEDS 


Direct Your Inquiries to 


“STONE HEADQUARTERS” 
Our staff, experience and 


stocks assure speedy, intelli- 
gent service on your require- 
ments for anything in stones 
from Amethyst to Zircon... 


S. NATHAN & CO. 


INCORPORATED 
PRECIOUS STONES and PEARLS 


610 FIFTH AVENUE, NEW YORK 


SINCE /R\ 1901 


PF 


Providence Branch: 40 Fountain St. 


* 


For Jobbing and Lapidary 
Work—Call on 


oe 


71 NASSAU STREET 
NEW YORK CITY 


SPECIALISTS IN 


CUTTING and ENGRAVING 
INCRUSTING and DRILLING 
MATCHING and JOBBING 
STONES OF ALL TYPES 


This organization has taken over 
the location, equipment, stocks 
and personnel of the now discon- 
tinued S. NATHAN Lapidary 
Department. 


(*Affiliated with S. Nathan & Co., Inc.) 

















Sop ATE EER ens 


q Elmo Dean is now representing Charles 
Fischer & Co., 62 W. 47th St., in New 
York, New England and the Atlantic 
States, carrying the line of military 
service rings and pins. 

q George Fox, Pacific Coast representa- 
tive of D. F. Briggs Co. and Bates & 
Bacon, Attleboro, Mass., spent several 
days at their Chicago office, last month, 
as he returned from a trip to the factory. 
q Roger W. Fliesbach, of Salem, Ore., 
well-known for many years to the west- 
ern jewelry trade, has been appointed 
sales representative for Harvel Watch 
Co. of New York. He is already in the 
field calling on the trade. 





Boys on the Road 





4 Alfred Klipper has been added to the 


sales force of the David Pfeffer Co., 
New York manufacturers, to cover the 
Eastern territory. 

q Jack Goldstein, formerly of New 
York, now connected with the sales staff 
of the U. S. Jewelry Co., wholesalers of 
Baltimore, has started on his regular 
trip to the Southern States, which ex- 
tends as far as Florida, and will be on 
the road for several weeks. Joseph Tip- 
perman, who had been in the office for 
some time, has been added to the sales 
staff and at present is covering the local 
territory. 
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CHICAGO’S 
JEWELRY 


Desirable Space Available for Offices, Shops and 
Display Rooms 


Inquiries Solicited 


HEYWORTH BUILDING 


H. J. ROGERS, Manager 


CHICAGO, ILLINOIS 


CENTER 


An abundance of north light. 


New high speed push button 
control elevators with fully en- 


closed cabs. 
Alternating current. 


One half block from the new 
state street subway now un- 


der construction. 


Excellent facilities to all modes 


of transportation. 


In the heart of the shopping 
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q G. J. Marshall and Nelson P. Lambert, 
Texas and New Orleans representatives 
resvectively of the Gerwe-Frohman Co., 
Cincinnati, made one of their infrequent 
visits to the home office last month. 

q Ben Boosel, of Bruner-Ritter, Inc., 
after completing his first 1942 call on the 
trade in the interest of the company left 
for Miami and other points in Florida, 
where he and Mrs. Boosel will spend 
about two months enjoying the warm 
climate and salt water. 

q Announcement was made last month 
that Howard Seebeck, with headquarters 
in the Silversmith Bldg., 10 S. Wabash 
Ave., Chicago, will represent The Samson 
Co., Providence, succeeding Alfred J. 
Moss, who died on Nov. 20. Mr. Seebeck 
also represents Armbrust Chain Co., 
and Carl-Art, Inc., both of Providence, 
calling on: wholesalers of the Middle- 
west and South. 

q When the New Year rolled around 
traveling representatives of Boston 
wholesalers and manufacturers got to- 
gether after ten months on the road to 
renew friendships and compare notes, 
both wise and other wise. Ralph Bowles, 
Harold Winchenjeau, Harold Rosenberg 
and Ed Morgan, of I. Alberts Sons, are 
all good at human interest tales. Bill 
Marshall, of Waltham, and Bill Selsberg, 
of Elgin, pick up a new one, now and 
again. Joe MacDonald, Dan Cotton and 
J. T. MeMamara, of the Saxton Co., 
hold their own. Carl Lawton listens as 
John Baker slips a _ confidential one 
across. Gus Felber, Ralph Baker, Stew- 
art MacKennzie, Brad Huchinson, Dick 
Arnold, Elmer Vassar, Frank Jackson 
and Jimmie Hossley, carry the banner 
of D. C. Percival Co. and maybe it isn’t 
some job to dig up one they haven’t 
heard. Ed. Kirby can sing them as well 
as tell °em. Tom Wilson slips in a fast 
one when least expected. Bernie Smith, 
of Gruen, is at his best when acting as 
host. Roy Brooks and Elmer Anderson 
have brands that are all their own. 

q Max S. Wolfe, salesman with the A. 
G. Schultz Co., 423 E. Lombard St., Bal- 
timore, started on his first business trip 
of the year on Jan. 19, and in the en- 
suing three weeks intended to cover the 
South and Southwest. The company has 
been doing much defense work in the 
last few months. 


Jeweler is Inventor 


Acting on a sudden inspiration, Oliver 
C. Kemp, jeweler of Little Rock, Ark., 
grabbed pencil and paper and _pro- 
ceeded to design a safety lock for auto- 
mobiles and aeroplanes, which by a 
single movement can lock every door. 
Mr. Kemp felt the need for a device 
that would keep auto doors locked, after 
reading of many accidents in which the 
doors sprang open and the passengers 
were thrown and killed or gravely in- 
jured. This jeweler has also invented a 
collapsible freight car door and a rotary 
churn. 


Terminating a business career in Van- 
couver, Wash., that has spanned 51 years, 
Joseph “Dode” Carter, for 34 years op- 
erator of Carter’s Jewelry store, has 
sold the business to Adolph Siegrist, of 
LaGrande, Ore., and will retire. 


BUY DEFENSE BONDS 
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q A $25 contribution from the New 
York Jewelers Benevolent Association 
was presented last month to Russian 
War Relief, Inc., at 535 Fifth Ave., by 
Samuel Finkelstein, its secretary. 

q Isidore Friedman, president, Fried- 
man Gem Co., Inc., expects to call on 
the trade in Philadelphia, Baltimore, 
Washington, Providence and Boston, this 
month. 

q The Sterling Silversmiths Guild of 
America, on Feb. 1, moved from _ the 
offices it had occupied at 20 W. 47th 
St. for a number of years, to more com- 
modieus rooms in the Fred F. French 
Bldg., 551 Fifth Ave. 

q Goldsmith Bros., Inc., large stationery 
or department store at 77 Nassau St., 
charged by Oneida Ltd. with selling 
Community Plate at less than the prices 
established under the State fair trade 
law, has settled the matter out of court 
by paying damages. P 
q Dr. A. E. Alexander, director of the 
Bureau of Natural Pearl Information, 
New York, has accepted a position as 
ceramic engineer with the B. G. Corp., 
New York, manufacturers of aviation 
spark plugs. He will be retained as con- 
sultant by Pearl Associates, Inc. 
q:Marvin J. Bruner, of the firm of 
Bruner-Ritter, Inc., is now making an 
extensive tour of the United States. Dur- 
ing his eight weeks’ trip he will visit 
all the key cities in the country. He 
is expected.to return to New York about 
March 1. 

q New menibers elected to membership 
in the '24-Karat Club, at the December 
meeting, were: Royal C. Gregg, presi- 
dent of Ostby & Barton Co., Providence; 
William B. Ogush, Katz & Ogush, New 
York; Benjamin S. Katz, president, 
Gruen Watch Co., Cincinnati, and Har- 
rison W: Conrad, Graff, Washbourne & 
Dunn, New York. 





Jewelers Working for Hospital 


q Beekman Hospital, which serves 
downtown New York below Canal Street, 
is seeking a fund of $500,000 for the con- 
struction and equipment of a much- 
needed extension. The present hospital 
is now usually taxed to capacity with 
the normal peace-time requirements of 
the congested area which it serves. The 
dangers of war may at any time become 
realities; lower New York would be 
« natural target for enemy bombs and 
present facilities are wholly inadequate 
to take care of emergencies that may 
arise, particularly as a result of enemy 
action. G. H. Niemeyer, of Handy & 
Harman, well known for his many 
services to the jewelry trade, is general 
chairman of the drive, and he has ap- 
pointed August O. Packer, of Dieges 
& Clust, chairman of the Jewelry and 
Allied Industries division. A quota of 
$15,000 has been fixed, and this should 
easily be met. 


Bromley Heads Square Club 


q Harry J. Bromley, National Jeweler, 
was reinstalled as president of the 
Jewelers’ Square Club, Masonic social 
organization, at a meeting, Jan. 5, at 
Schwartz’s Restaurant. Others inducted 
by Ben Biffar, a past president, were 
Sam. Dorsky, Longines-Wittnauer Watch 
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Co., vice-president; Arthur Bergman, 
Knight Printing Co., and _ secretary- 
treasurer; Louis Snyder, sergeant-at- 
arms. The executive committee is com- 
posed of Louis C. Baltes, Mr. Biffar, C. 
W. Chandler, Fred A. Dorfman, Joseph 
Goodman, Julius Herzfeld, Max Jacobs, 
Harry Kaufman, Edward Lembeck and 
Moe Rooder. Jimmy Theise, Acme Ring 
Co., chairman of the Social Welfare 
Committee promises a big evening, for 
Monday, March 2, when the club will 
mark its 19th anniversary. 

q Dave Weinberg, affable salesman of 
the Bristol Seamless Ring Co., will be 


inducted as new president of the New — 


York Jewelers Benevolent Association, 
at the organization’s 55th anniversary 
dinner, Sunday evening, Feb. 1, at the 
Manhattan Center. He succeeds George 
J. Knapp. Other officers are: Max Wolf, 
vice-president; Joseph Goldman, treas- 
urer; Jack Dolgin, financial secretary; 
Arthur Bergman, secretary; Eli Isaac- 
son, sergeant-at-arms; Hyman Dubrowin 
and Morris Snow, chairmen of sick and 
distress; George J. Knapp, by-laws; 
Harry Wittman, Entertainment; Al 
Walden, membership, and Joseph Piltz, 
Morris Sherry and Gilbert Sachs, 
trustees. 


American Jewelers Protective 
Reelects Present Officers 


All officers and directors were re- 
elected at the annual meeting of the 
American Jewelers Protective Associa- 
tion, held Jan. 28, at the association’s 
office, 17 W. 45th St., New York. The 
nominations as submitted by a commit- 
tee headed by S. C. Powell were: Meyer 
D. Rothschild, president; Lee Reich- 
man Ist v.p.; William E. Marcus, 2nd 
v.p.; Charles W. Sommer, 3rd v.p.; Otto 
D. Wormser, treasurer; Walter N. 
Kahn, secretary; Anne W. Jay, assist- 
ant secretary; and directors: Wither- 
bee Black, William Hofman, Walter N. 
Kahn, Julius Kaufman, Lynford A. 
Keating, Clifford F. Lamont, Gordon 
Lang, William E. Marcus, Jacob Mehr- 
lust, Frank Milhening, George A. Moore, 
G. H. Niemeyer, Daniel Price, Lee 
Reichman, Meyer D. Rothschild, Charles 
W. Sommer, Nathan J. Stern, Emile 
Tas, Otto D. Wormser and Bert F. 
Young. 


Udall & Ballou Liquidate 


Udall & Ballou, considered one of the 
“big five” jewelry stores of New York’s 
Fifth Ave., with a handsome establish- 
ment at the corner of 57th St., announced 
on Jan. 20, that it was closing its doors 
for regular trade and offering its million 
dollar stock for sale at public auction. 

The firm which had been under new 
ownership for only a matter of months, 
was founded in 1888 at Newport, R. I., 
by two brothers-in-law, Frank Udall and 
Herbert Ballou, neither of whom had 
been actively connected with the busi- 
ness for many years. Prominent names 
counted among the patrons of the store 
were such as Drexel, Fish, Astor, and 
Vanderbilt. The original Newport store 
was closed two years ago and the Florida 
branch was subsequently discontinued. 
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CULTURED PEARL NECKLACES 
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STONE RINGS ENGRAVED 
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BEAD SPECIALIST 
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Earrings Pendants Bead Bracelets 
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Necklaces lengthened and restrung 
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The watch of world precision record 
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MILITARY SERVICE RINGS 
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See Your Local Jobber 
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MASONIC & EASTERN STAR JEWELRY 
CHARLES FISCHER & CO. 


MANUFACTURING JEWELERS 


ESTAB. OSD 1908 


Makers—Distributors—Patentees 
62 W. 47TH ST. NEW YORK 
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STAR SAPPHIRE 
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K. ABRAHAM 
47th St. Diamond Center 
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B. F. HIRSCH, INC. 

JAEGER WATCH CO. 


LEVY BROS. pe CORP. 
1440 BROADWAY YORK 

















#} PATENT YouR IDEAS 
Pe a Sketch or Model 





your invention for 


CONFIDENTIAL 2! 
apt 





for “ANY tnvention or Trade Mark 











SPECIAL ORDER WORK 


Original Hand-crafted Designs 
IN STERLING SILVER 


Address all inquiries te: 


PEER SMED, Silversmith 
30 Irving Place New York City 














124 


William G. Doelker, manager, had been 
with the establishment for 38 years, hav- 
ing started as a $2-a-week office boy. 
Frank G. Nichols, former manager of 
the Newport and Florida branches had 
served for 43 years. 





Horologists Study Barometers 


A letter to the Director of the Office 
of Production Management outlining the 
plan of the New York Horological So- 
ciety that every watchmaker in the coun- 
try devote two hours at the lathe for the 
government defense program was read 
by Andrew Park, president, at the Jan. 
5 meeting. The technical portion of the 
evening’s program was conducted by Bar- 
ney Goldstein, who gave a thorough expo- 
sition of barometers. He explained the 
use and scope of effectiveness of the in- 
strument, problems of adjustment and 
the relation of it to horology and avia- 
tion instrument work. Henry B. Fried, 
corresponding secretary, outlined plans 
for future programs of a technical nature 
which will include talks by authorities 
on industrial processes, heat treatment 
of metals, aviation instrument work, me- 
chanical drawing and mass production of 
horological mechanisms. The Society will 
hold its annual banquet, at the Park 
Central, Sunday evening, Feb. 22. 
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Maiden Lane O. C. Frolic, Feb. 17 


The Maiden Lane Outing Club will 
again hold its mid-winter frolic at the 
Hotel Park Central, New York, scene of 
the affair for a number of years, on 
Tuesday evening, Feb. 17. Jerry Grant, 
Swank, Inc., the perennial secretary of 
the club, will as usual hold the reins, be- 
ing ably assisted by Henry Green, Free- 
man-Daughaday Co., the club president; 
Norman Ullrich, Morse, Andrews Co.; 
Al Bookbinder, Benrus Watch Co.; Ar- 
thur Bergman, Knight Printing Co., and 
Andy Anderson, Ripley & Gowen Co. 








SUCCESS CROWNS EFFORTS 





It took ten hg years of fishing but fortune 
finally il C. Newman (right), 
prs or a icoomaideel of Untermeyer, Rob- 
bins & Co., New York, when, during his month's 
vacation“as guest of c. Bday Paskow, Wm. V, 
Schmidt Co., at Miami Beach, he managed to 
hook and land the 54-pound sailfish to which he 
is pointing. Despite the fact that his catch was 
overshadowed by the 72-pound fish caught by a 
Mr. Branel, Waterbury, Conn., (left), who was 
a member of the party, "Joe" is still mighty 
proud, for the fish won him membership in the 
Gulf Fishing Dock Sailfish Club. 

A late communique from him says he is just 
s “happy as though | had sold a carload of 
American Beauty rings. When the fish hit my 
line | thought | had hooked a German U-boat. 
} had about 200 yards of line out and he pulled 
another 300, but it took only about 18 minutes 
to land him. Ed Paskow deserves a lot of credit 
in helping me land my fish as he did an expert 

job of grunting for me." 








Wyler Employee Home from War 


Staff Sgt. George R. Wilson has re- 
sumed civilian life, and is reemployed 
with the Wyler Watch Co., New York, 
following his discharge from the Royal 
Canadian Army as a result of injuries 
suffered in an air raid on Manchester, 
England. Mr. Wilson, who enlisted early 
in 1940 also served in the first World 
War, being one of the youngest Ameri- 
cans in uniform. In August, 1914, he 
enlisted in the British Mercantile Ma- 


Staff Sgt. George R. 
Wilson, D.S.C., B.M., 
T.M., C.6., Armament 
Artificer, Precision and 
Fine Optical  Instru- 
ments and Watch- 
maker, medically dis- 
charged from _ the 
Royal Canadian Ord- 
nance Corps. 





rine, attached to the Royal Navy, and 
served two years in the Mediterranean 
Sea and elsewhere. His boat was tor- 
pedoed twice and he received his first 
decoration for bravery at the Dar- 
danelles. 

Leaving the Navy he reenlisted in 
1916 with the Canadian Highlanders and 
served in France and Belgium till the 
close of the war. He expects to add 
two more medals to the five Naval and 
Military service medals which he won in 
the first war, and his honors include 
the British- American Distinguished 
Service Clasp, the Belgian Militaire, the 
French Croix de Guerre, and the Turk- 
ish Militaire. 

His last “hitch” was with the First 
Army Field Workshop, R. C. Ordnance 
Corps. While overseas he attended two 
military colleges of science’ and one 
academy of science and gave short 
courses in fine optical instruments used 
by the armed forces. He attended the 
Bowman Horological School a few years 
back and later worked as a watchmaker, 
foreman and salesman in better class 
stores and factories. 

Mr. Wilson is the writer of many 
lyrics, some of which have been pub- 
lished and more new ones will follow 
soon. While overseas he composed, 
“Moonlight Over London” and originated 
the song, “Heart and Soul.” One of 
his latest numbers is “Idol of Ideals,” 
which is dedicated to his Canadian wife. 


REMEMBER PEARL HARBOR! 
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CELLULOID — METAL— PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 
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Knights of the Grip Get Together for Annual Meeting 





More than a hundred of the 340 members now on the roster of the Brotherhood of Traveling 
Jewelers got together on Saturday afternoon, Jan. 10, at the New York A.C. for the annual meetings. 
By forgoing the usual bill of professional entertainment the organization was able to make an offering 
of $100 to the American Red Cross. However an accordian player kept things lively and provided 
the background for some melodious (7?) and stentorian singing at the buffet supper which followed 


the business session. 


The new set of officers are: Daniel Price, of Wm. S. Hedges & Co., New York, president; William 
Gordon, Edward H. Muhifeld, Inc., New York, vice-president; Archer L. Chapin, Larter & Sons, Newark, 
secretary-treasurer, and Ralph W. Biggs, Ralph W. Biggs & Co., Inc., New York, chairman of the board. 

The officers who served in the past year are seen at the table in the right foreground, and are 
from left to right, Mr. Chapin, Bernard J. Clark, New York, president; Frank Vogel, of Corbett & 
Berto‘one, Inc., New York, vice-president, and Mr. Biggs, director. 





N. Y. Installment Regulations 
Explained to Credit Jewelers 
By Assistant Attorney General 


Sensing the need for authentic infor- 
mation about the restrictions imposed 
upon the selling to consumers on the in- 
stallment plan which were enacted by 
the New York Legislature last summer, 
- and which went into effect on Jan. 1, 
1942, the Associated Credit Jewelers of 
New York & New Jersey sponsored a 
‘meeting at the Hotel McAlpin, New 
York, Jan. 7, at which Benjamin Heffner, 
Assistant Attorney General of the state, 
explained the provisions of the new laws 
and answered specific questions from 
jewelers concerning the workings of the 
new regulations. Credit jewelers through- 
out the state had been invited and more 
than 200 of them attended, paying keen 
attention to the speaker’s comments and 
posing numerous questions. 

Many abuses had crept into credit sell- 
ing, Mr. Heffner pointed out, and had 
grown to a point where the authorities 
felt that vigorous measures to correct 
them were necessary. 

Because reputable credit merchants in 
various lines showed a readiness to co- 
operate in cleaning up and policing these 
abuses, the legislation finally adopted 
was less drastic than might otherwise 
have been the case. The new require- 
ments are for the most part only those 
which were voluntarily practised by the 








LET US REBUILD YOUR 
WATCHES NOW! 


Your movements are too valuable .. . 
Watches are scarce .. . Send your move- 
ments to us, and we will convert them 
into the most Modern Watches at very 
reasonable Prices— 

We will supply Cases, Dials and all neces- 
sary materials. 

A trial will convince you of the 

work we do and of our reliability. 


Credit will be extended to rated firms. 


OXFORD WATCH CO. 
82 Bowery New York, N. Y. 
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better grade installment houses but they 
are now made compulsory instead of 
voluntary. 

Principal provisions are that: 

1. The purchase contract must clearly 
set forth the cash price, carrying charges 
and other charges, show the down pay- 
ment, and time and place of installments. 
and that a copy of the contract printed 
in type not smaller than 8 point (this 
page is printed in 8 point—Ed.) must be 
given to the buyer. 

2. The buyer must receive a statement 
of account at least as often as once a 
year. He may also demand more fre- 
quent statements by payment of 25 cents 
for each one. 

8. In the case of “add-ons,” payments 
must be apportioned between the original 
and subsequent purchase, and when the 
original purchase is fully paid for it may 
no longer be considered as security for 
the supplemental purchase. 

4. Guarantee by a third party must 
‘pecifically identify the transaction, and 

tit is a continuing guarantee may not 
be for longer than two years, nor for 
more than a maximum which must be set 
forth in the guarantee. 

5. Confessions of judgment are pro- 
hibited if they are executed prior to the 
time of default in the payment of install- 
ment contract, and assignments of wages 
may be made only by the buyer and not 
by his agent. There must also be a 31- 
day default and a 10 days’ advance 
warning notice sent to the employee be- 
fore notification of employer. Wage as- 
signments must also be filed with the 
County Clerk as matters of public record. 

6. The buyer is given the right to re- 
deem the goods after repossession. 

7. Limitations are placed upon de- 
ficiency judgments in a manner designed 
to prevent exorbitant charges against the 
purchaser. 

Contract, chattel mortgage, wage as- 
signments and guarantee forms which 
comply with the new laws have been 
prepared by the Associated Credit Jew- 
elers of New York & New Jersey, and 
are available to members of that associa- 
tion. Information as to memberships, 
services, etc., may be obtained by ad- 
dressing William Wagner, executive sec- 
retary, 45 W. 34th St., New York, N. Y. 
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WATCH MATERIAL 


Parts for all makes of 
Swiss & American watches. 


Prompt mail service 
Write for Catalog C 


DEAN COMPANY 


116 Nasseu St. New York 

















A LINE FOR JEWELERS 


500 pieces of handmade sterling silver — men’s, 
women’s and children’s jewelry, gadgets, novelties and 
table accessories, Successfully promoted by leading 
jewelers. Each piece available with raised monogram. 
Heavy, modern, and beautifully handcrafted. Retail 
from $1.50 to $50. New catalogue now in preparation. 


ONORE DOSKOW 


LE 
SILVERSMITH 49 West 27th St., N. Y. C. 




















EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, Flat, 
Breguet and non-magnetic Hairsprings. 
24 HOUR SERVICE 
A trial order will convince you of our 

Quality work. 
UPTOWN HAIRSPRING SERVICE 
1 W. 47th St. New York, N. Y. 





Fine Gold .99975 
JOSEPH SLOVES 


Assayers 


Refiners 


149 Canal St., New York City 
NY-5R13-415 
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Manulacturer of Distinctive Diamond 
Mountings and Wedding Rings 
805 Sansom Street. Philadelphia 


BYARD F. BROGAN 








ZA. 
39% piamonps mm ey, 
Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks” 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 















SAVE ON 
Swiss and American 
GENUINE WATCH MATERIALS 
LOWEST PRICES & PROMPT SERVICE 
WRITE FOR CATALOG 
CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 
134 S. 8th Street Philadelphia, Pa. 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free beok ‘Your 
Future and Our Seheol’’ 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B.. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 
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———W ATCHES 
LOUIS SICKLES 
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q Howard Aisenstein of Aisenstein and 
Gordon, Sansom St. wholesalers, was 
ordered to report for a physical examina- 
tion by an Army physician in January. 

q Paul Dreher, Philadelphia lapidary, 
got out of town for a two-week vacation 
at long last. He spent the January 
holiday period at Miami Beach. 

q Jack Schuster and Michael Orloff, both 
of the House of Milner, signed up in 
January as Philadelphia air raid war- 
dens. 

q Edward McGee has left S. Kind and 
Sons, where he was assistant to shipper 
Kddie Pratt,-to do defense work for the 
General Electric Co. 

q Josef S. Milner, president of the 


. House. of Milner, Philadelphia whole- 


salers, joined the auxiliary police force 
of Philadelphia. He will report for duty 
immediately in the event of an air raid. 
q Dorothy Herling, clerk with Paul 
Dreher, Inc., named Jan. 24 as her wed+ 
ding day. She and the groom-to-be, 
John Godfrey, planned to spend their 
honeymoon in New York City. 

q Armand Jacoby of the recently formed 
jewelry firm of Jacoby and Weiss, 706 
Sansom St., Philadelphia, has been 
drafted by the Army, but has been given 
a 90-day deferment to enable him to ar- 
range his financial matters. ‘ 

q Joseph Rosenbaum, treasurer of Har- 
burger’s, Philadelphia retail jewelry 
store, plans to spend the first three 
weeks of February in Florida with his 
wife, Elizabeth, and their two-year-old 
daughter, Cecily. 

q Oscar Kind, Jr., Frank Huder, Her- 
bert Wendler and Louis Remy, all of S. 
Kind and Sons, attended the 24-Karat 
Club’s annual banquet at the Waldorf- 
Astoria, New York. Wilson A. Streeter 
headed a party from Bailey, Banks & 
Biddle Co., who also attended. 

q Dave Paul, of the jewelry firm of 
Mednikow and Paul, Inec., Memphis, 
Tenn., and his wife, visited the former’s 
brother, Harry Paul, a Sansom St. 
jeweler, for several days in January. 
Later they continued their holiday at 
Atlantic City, N. J., and in New York 
City. 

q William Pickens, president of the San- 
som Street Business Men’s Association, 
called a general meeting of the group 
for late January. At the meeting, 
Pickens said, plans were to be formu- 
lated for protecting “The Street,” known 
to Philadelphians as “Diamond Row,” 
in the event of an air raid. 

@ The Eastern Pennsylvania Guild, A. G. 
S., has installed the following officers for 
the ensuing year: Oscar Kind, Jr., R. J., 
C. G., of S. Kind & Son, president; El- 
wood A. Davis, R. J., of Millard F. 
Davis, Inc., Wilmington, Del., vice-presi- 
dent, and Kenneth MacLennan, of Ful- 
mer & Gibbons, secretary. The Guild 
recently heard a lecture by Prof. Bud- 
dington,’ of Princeton, on the structure 
of the earth. The Guild is under the 
leadership of Dr. Samuel Gordon, of the 
Academy of Natural Sciences. 

q Philip Kind, Sr., secretary of S. Kind 
und Sons, and his wife spent three 
weeks vacationing in Florida during 
January. They were extremely fortunate 
in that their two sons, both members of 
Uncle Sam’s armed forces, were suc- 
cessful in getting furloughs which per- 
mitted them to spend a few days with 


their parents in Florida. The young 
men are: Samuel Kind, assigned to an 
anti-tank detachment at Fort Claiborne, 
La., and Philip, Jr., a first classman at 
the Naval Air Base, Jacksonville, Fla. 

q Thomas M. Eastwood, 77, one of the 
founding-partners of the Philadelphia 
Silversmith Co., was struck and _ seri- 
ously injured by an automobile while 
crossing an intersection less than 100 
yards from his residence in Darby, a 
Philadelphia suburb. The accident hap- 
pened while Mr. Eastwood was returning 
home from work on the night of Dec. 13. 





Jeweler Finds Abandoned Baby 


q B. E. Loeper, a jeweler at 114 S. 11th 
St., Philadelphia, when leaving his estab- 
lishment on Jan. 14 found an abandoned 
five-weeks-old infant in a corridor. ‘The 
blue-eyed, honey-haired baby was swathed 
in two warm blankets to which had been 
attached $200 in $20 bills and a note. 
The latter read: “Please, please take 
care of my baby. She is very good and 
deserves a good home. I tried to put 
her in a home until I could find work, 
but there are too many laws. I’m sick 
and can’t take care of her .any . more. 
I’m afraid she will die. This is all ‘the 
money I have. If there is a God, may 


He have mercy on her.” Loeper sum- 


moned a policeman, and the infant was 
turned over to the Bureau of Personal 
Assistance of the Philadelphia Welfare 
Department. Although scores of persons 
immediately sought to adopt the baby, 
detectives said they hoped to find the 
mother, and they believed assistance 
could be given her. 





Trenton Jewelry Salesman, _ 
Dies After Robbery Attack 
By Negro Soldiers at Fort Dix 


Irving Habas, 40, jewelry salesman of 
Trenton, N. J., died in Burlington County 
Hospital in December from _ injuries 
received when he was beaten arid robbed 
three nights previously at the Fort Dix 
military reservation. 

Habas worked for his mother, Rose, 
who operates a jewelry store at 1232 
Hamilton Ave., Trenton. He was mar- 
ried and the father of three children. 

According to authorities, Habas had 
been visiting Fort Dix regularly, selling 
watches and other jewelry to soldiers. 
The attack, officials said, occurred after 
he had completed his rounds and was 
headed back to his car. He suffered a 
compound fracture of the skull from 
blows struck with a heavy wooden club 
and died following an emergency opera- 
tion. 

State police investigated the slaying 
and arrested three Negro soldiers from 
Cleveland. One of the trio confessed the 
robbery and implicated the other two, 
police said. 
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Mehrlust Heads Committee to Help 


Jewelry Manufacturers Get War Work 


While pressing every effort to make 
jewelry with both traditional and sub- 
stitute methods and materials during 
the coming year, jewelry manufacturers 
throughout the country organized late 
last month for war work. 

Same week that saw Donald Nelson 
installed as head of the nation’s War 
Production Board found the jewelry 
industry centralizing its war effort in 
the newly created Jewelers War Pro- 
duction Committee, headed by J. Mehr- 
lust, of 6 West 48th St., New York, and 
representing with 20 other members 
manufacturing jewelers in all parts of 
the United States. 

The Jewelers War Production Com- 
mittee resulted from a meeting of 18 
jewelry manufacturers, held at the Wal- 
dorf-Astoria Hotel in New York on 
Jan. 16, under the auspices cf _ the 
Jewelers Vigilance Committee. G. H. 
Niemeyer, of Handy & Harman, Vigi- 
lance Committee chairman, keynoted the 
session when he asked whether anything 
could be done by a committee of the 
trade and for the trade as a whole, par- 
ticularly for the smaller manufacturers, 
in contacting the various Government 
departments with respect to what they 
could do in the emergency. 


Ballou Tells of New England 


What the New England Manufactur- 
ing Jewelers and Silversmiths Associa- 
tion has done along similar lines for 
members in the Providence-Attleboro 
areas was outlined by Frederick A. Bal- 
lou, Jr., president of NEMJ&SA and a 
director of the Jewelers Vigilance Com- 
mittee. Two OPM officials, J. H. Stan- 
ley and: Waldo I. Shuman, told what 
they thought the manufacturers might do 
with their specialized equipment and 
skilled craftsmen to be of greatest 
service to the Government. 

After interested discussion, the mat- 
ter was referred to directors of the 
Vigilance Committee, who on the next 
day organized as a sub-committee the 
Jewelers War Production Committee to 
act as a liaison between the Government 
and various prime contractors, on the 
one hand, and manufacturing jewelers 
on the other. 


Mehrlust Surgical Instruments 


Several years of experience as a sub- 
contractor in the manufacture of war 
goods expertly fit Mr. Mehrlust as 
chairman of the Jewelers War Produc- 
tion Committee, a public-spirited and 
unselfish task that already has de- 
manded many hours of his day. During 
World War I he manufactured a va- 
riety of surgical instruments, and again 
during the last year he has converted 
much of his shop production to speculae, 
forceps, catherers, curettes and knives, 
all but the catherers of stainless steel, 
for eye and ear surgery. The Schiétz 
tonometer, the most delicate instrument 
yet made in the Mehrlust shop, mea- 
sures pressure within the eyeball and is 
used in the diagnosis of glaucoma. 

Such surgical, optical and dental in- 
struments can be made by many jewelry 
manufacturers who have the facilities 
for quality production, the JWPC be- 
lieves. The smaller manufacturers can 


make those parts which require mostly 
handwork and, while limited as to quan- 
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tity production, will be of aid to those 
contractors whose larger plants can be 
used for heavier work. 


Machine Gun and Bomb Parts 

Machine-gun parts and other Ord- 
nance equipment are within the abilities 
of many of the larger jewelry manu- 
facturing shops, some of whum are al- 
ready producing parts for incendiary 
and other types of bombs and dies for 
shell chambers. 

Some of this work, Mr. Mehrlust ex- 
plained, is invariably subdivided «mong 
various shops because of the extreme 
secrecy necessary in the production of 
the complete war implement. 

“So far, very few manufacturing 
jewelers are doing war work,” he said. 
“But many of them are ready and wait- 
ing, and it is the purpose of this com- 
mittee to assist them and bring before 
them lists and samples of articles 
which may be possible for them to make 
and so help to win the war.” 

The following jewelry manufacturers 
were asked to serve as members of the 
Jewelers War Production Committee: 

James A. Apffel, James A. Apffel 
Co., Los Angeles; Frederick A. Ballou, 
Jr. B. A. Ballou & Co., Providence; 
Carl Bross, Traub Mfg. Co., Detroit; S. 
R. Donchi, Schuman & Donchi, Newark; 
Herbert Farrow, Lester & Co., Newark; 
Daniei C. Gainey, Josten Mfg. Co., 
Owatonna, Minn.; Louis Gibbons, Ful- 
mer & Gibbons, Philadelphia; Joseph 
Granat, Granat Bros., San Francisco; 
H. A. Herff, Herff-Jones Co., Indian- 
apolis; James H. Hetzel, Fisenstadt 
Mfg. Co., St. Louis; J. Japka, New 
York; Benjamin S. Katz, Gruen Watch 
Co., Cincinnati; Richard Krementz, 
Krementz & Co., Newark; L. R. Meyer, 
Meyer Jewelry Co., Kansas City; Frank 
Milhening, J. Milhening, Chicago; Wil- 
liam B. Ogush, Katz & Ogush, New 
York; L. R. Rather, Star Engraving 
Co., Houston, Tex.; W. Waters Schwab, 
J. R. Wood & Sons, New York; Abra- 
ham Shiman, Shiman Mfg. Co., Newark, 
and Max Silverstein, Star Ring Mfg. 
Co., Buffalo. 

The JWPC activities will be centered 
shortly in the rooms of the Jewelers 
24 Karat Club of New York, at 608 
Fifth Ave., where one or more employees 
will work on the committee’s behalf 
under the executive direction of Mr. 
Mehrlust. ; 


Watch Rationing System to Be 
Instituted by Longines-Wittnauer 





In view of the shortage of watch move- 
ments, M. F. Cartoun, general manager 
of the Longines-Wittnauer Watch Co., 
announced at the firm’s annual sales 
conference, held in New York, Tuesday 
to Thursday Jan. 27 to 29 that a quota 
system will be devised and watches will 
be rationed to retailers on the basis of 
their last year’s purchases. ) 

In lieu of an elaborate banquet, usually 
held at the annual meetings of the sales 
force, it was decided to give the money 
saved to the American Red Cross, 

Other officials of the firm, besides Mr. 
Cartoun, who participated in the ses- 
sions were: J. P. V. Heinmuller, presi- 
dent; Morris Guilden, treasurer, and 
Edward Detjen, vice-president. George 
Barrington, headed the Canadian group. 








“SUPER-SERVICE” 
ROLLING MILLS 





Made in many types and sizes, 
for hand, belt or electric motor 
drive, each with a distinct objec- 
tive. Having selected one to 
meet your requirements, you will 
find that it gives entire satisfac- 
tion. 


FOLDERS ON REQUEST 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
| Buffalo, New York 








ENGRAVING - ENGINE TURNING 
DESIGNING - BROCADING 
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NORTH ATTLEBORO EWGRAVING CO 
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ZIRCONS 


in all sizes 
ROUNDS — EMERALD CUT 
also — ZIRCON MELEE 


ZERNOR INC. 


2 W. 47th St. SBRyant 9-0294 N, Y. City 
















250 Sterling Charms in Illustrated Cataleg om request 
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22 Patterns Sterling Silver 
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REED & BARTON 


SILVER POLISH 


_ Approved by Good Housekeeping 


& superior polish—made by silver- 
* smi * use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 
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Our men are now on the road 
with our 


NEW SPRING LINE 
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q Dates for the annual meeting of the 
Georgia R. J. A., to be held this year in 
Valdosta, have been set for Sunday and 
Monday, April 26 and 27. 

q The biggest crop of newlyweds since 
the boom year of 1926 is reported from 
Tampa, Fla., a total of 2.800 marriage 
licenses having been issued in 1941 as 
compared with 2,620 licenses issued dur- 
ing the previous year. 

q Florida vacationists during the past 
month included Phil Katz and Mr. and 
Mrs. Melvin Erlanger, of S. & N. Katz, 
and Millard Braun, of S. J. Braun, and 
Mrs. Braun, all of Baltimore. Mr. Katz 
has recovered from a serious illness, 
which kept him confined for some time. 
q Leon Engel, of J. Engel & Co., whole- 
salers of Baltimore, and Mrs. Engel, 
were guests of Mrs. Engel’s family in 
Lowell, N. C., during January, while J. 
G. Engle, of the same house, was in New 
York on a buying triv. O. P. Michael- 
son, of the firm, and Mrs. Michaelson 
spent a vacation in Gotham. 

@ During the December rush burglars 
forced an entrv into the store of King- 
off’s at Danville, Va., but were caught 
before they could get away with any loot. 
An alert policeman of Johnson City, 
Tenn., caught a window smasher in the 
act of raiding the Jewel. Box in that 
town last month. 

4q Two burglars, surprised in an attempt 
to rob the Kingoff Jewelry Co.. in Dan- 
ville, Va., on Dec. 18, smashed through 
the front door and outdistanced pursu- 
ing policemen to escape with $900 worth 
of jewelry. A suitcase filled with dia- 
mond rings, jewelry and watches, was 
left behind. 

q Earl Herring, with the material de- 
partment of Ewing Bros., Atlanta whole- 
sale jewelers, has resigned to accept a 
position with the materia] department of 
the Jewelers’ Supply Co., Atlanta. He 
takes the place of J. D. Fluker. who 
recently went from the Jewelers’ Supply 
Co. to Ewing Bros. 

4 Herman Weiman, Wilmington, Del., 
jeweler. has a talented daughter, who 
goes under the name of Gloria Warren, 
and who is billed to be seen in a picture 
to be released on Feb. 1, which will have 
its premier at a theatre in that city. 
Miss Warren has enacted leading parts 
in two pictures at Hollywood, being 
under contract to Warner Brothers. 

4 Roy Moore, member of the firm of 
Ewing Bros., Atlanta wholesale jewelers, 
has been granted a six months’ leave of 
absence and will spend it in South 
Georgia. Mr. Moore, who has been with 
Ewing Bros. for the past 20 years, is 
suffering from high blood pressure and 
doctors prescribed a complete rest for 
several months. 

4 Establishment of a Civilian Defense 
Corps for Atlanta found at least three 
jewelers well prepared. Lawrence Holz- 
man, Walter Chapman and Erwin Hen- 
derson, of Holzman’s, Inc., have been 
doing heavy duty with the Home Defense 
Guards for several months, spending 
much of their spare time in guard duty 
under military supervision. 

4q G.,W. Hoke and Johnny Tranau, with 
the material department of Ewing Bros., 
Atlanta, have resigned to accept posi- 
tions with the Civil Aeronautic Author- 
ity in aviation instrument repair work. 


Both have completed the C.A.A. course 
which has been presented to watchmak- 
ers and others during the past nine 
months in Atlanta. They will spend six 
months at Fairfield, O., in final training, 
and will then be permanently stationed 
at Mobile, Ala. 

q Slylarking by several boys who had 
just before come out of a roller skating 
rink on an evening during the Christmas 
holidays resulted in a tragedy when one 
of the boys pushed another through the 
show window of the jewelry store of 
William H. Roeth, 3120 Greenmount 
Ave. The window was broken and the 
jagged edge cut an artery, causing the 
boy to drop after he had run a short 
distance. By the time the hospital sev- 
eral blocks away had been reached the 
boy was dead. 

q The Maryland - Delaware - District of 
Columbia Jewelers’ Association will 
again hold its annual convention in Balti- 
more, this year. The date of the event 
has not yet been decided on, but it will 
probably fall in the first two weeks in 
May. There is every indication that the 
event will attract a large attendance, for 
defense activities have stimulated busi- 
ness immensely. The president of the 
Baltimore association, which will natu- 
rally have much to do with the mapping 
of plans for the convention, is H. J 
Schwarz, who conducts a store at 3314 
Eastern Ave. 


Drosten Firm Gave Employes 
18 Weeks’ Pay as Bonus in 1941 


A Christmas bonus of eight weeks’ 
salary was received by every employee 
with a year or more service, by the 
Drosten Jewelery Co., St. Louis retailers. 
Last March the company gave its em- 
ployes bonuses of ten weeks’ salary. 
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PLACE YOUR FAITH 
IN THE "U.S." 


¥ Your confidence in the prod- 
ucts of the U.S. Jewelry Co. 
will, in turn, be reflected in 
customer confidence in your 
store. For people always re- 
turn to the store where 
they’ve received good treat- 
ment .. and where they 
know they’ll see new ideas 
and good values. Let U.S. 
Jewelry earn good-will for 
you. 


* 


USSEVEERY CO 


Baltimore & Liberty Sts., Baltimore, Md. 
importers of Easton Watches 


THE JEWELERS’ CIRCULAR-KEYSTONE 









Little Town's Chronometer 
May Keep Battlewagon on Course 


Like many an individual who has been 
picked out of the civilian walks of life 
to take up arms, a chronometer that 
has been in the humble service of keep- 
ing the citizens of Pilot Point, 'Texas, on 
time for the past 22 years, has been en- 
listed in the country’s service. 

All residents of that little town who 
are accustomed to look in the window 
of G. B. Moffitt, jeweler, to check their 
watches by the chronometer, are now 
confronted with a little sign that says 
the clock has joined the navy. 

Mr. Moffitt bought the chronometer 
after the first World War when there 
was a sale of a surplus of the clocks, 
which had been made for use on ships. 
When he received a letter of inquiry 
about the. clock, from the Navy, a few 
weeks ago, he immediately donated it. 
Three days later he received a telegram 
requesting the clock and stating he 
would be paid $50. Mr. Moffitt will do 
a double service for his country by using 
the check to buy defense bonds and 
stamps. 





Norfolk-Portsmouth R.J.A. Dinner 
Addressed by J. Frank Newman 


The first annual dinner meeting of the 
Norfolk-Portsmouth R. J. A., held Jan. 
8, with more than 50 members attend- 
ing, was addressed by J. Frank New- 
man, Washington, D. C., executive secre- 
tary of NACJ. Mr. Newman discussed 
current problems of the jeweler, after 
which a question and answer period was 
conducted by L B. Rocke. Frank Drie- 
sell is vice-president and C. P. Harmon, 
secretary-treasurer. The latter was in 
charge of the program. 





58 Employees of Memphis Store 
Divide Bonus of $10,000 


A $10,000 bonus was divided between 
58 employees of Geo. T. Brodnax, Inc., 
Memphis, Tenn., jewelry store, in De- 
cember, according to A. R. Erskine, head 
of the firm. Those with the store for 
ten or more years received ten per cent 
of their year’s salary; those employed 
from five to ten years received 714 per 
cent and those employed one to five 
years received 5 per cent. 


Mr. and Mrs. Richard 
Heine of Talladega, 
Ala., celebrated their 
golden wedding anni- 
versary on Christmas. 
Mr. Heine was a 
jeweler in the Alabama 
town from 1882 until 
1939 when he retired. 








The British Board of Trade has re- 
laxed its original order banning the use 
of 9-karat gold in the manufacture of 
wedding rings. 
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Millspaugh Named President 
Of Kirk & Son, Silversmiths 


Samuel Kirk & Son, Inc., Baltimote 
silversmiths, who also operate a big re- 
tail establishment at Charles & Franklin 
Sts., that city, at a meeting, held at the 
end of the year, elected M. L. Mill- 
spaugh, president, and J. F. Maginn, 
who had held the post for years, chair- 


M. L. Millspaugh, 
who has been 
elected president 
of Samuel Kirk & 
Son, Inc., Balti- 
more silversmiths. 





man of the board. Robert E. Coughlan 
was continued as vice-president and sec- 
retary, and J. K. Egan as treasurer. 
Both Mr. Maginn and Mr. Coughlan 
have been with the firm for more than 
half a ceritury. 

The new head of the firm is of the 
fourth generation of the Kirk family, 
being a great-grandson of Samuel Kirk, 
who established the business in 1815. A 
director, William C. Ladd, represents the 
fifth generation. 





BUY DEFENSE BONDS 





H.I.A. Certifications 


The following were certified at the 
last meeting of the Horological Institute 
of America Examining Board, held Dec. 
31, in Washington: Certified Watch- 
makers: Alex Baltsois, Youngstown, O. 
and Roy Lynn Mullins, Athens, Ga., and 
Junior Watchmakers: Joe R. Brown, Le- 
Roy F. Burton, Susuma Hada, Howard 
A. Hiatt, Gerald C. Walters, all students 
of Bradley Polytechnic Institute; Benja- 
min F. Salewsky, student at Elgin 
Watchmakers College, and Miss Kay 
Elaine Dodd, Lindsay, Okla. 

The other recent certifications an- 
nounced by the H.I.A. Board of Ex- 
aminers, are as follows: 

Certified watchmakers: Merrill L. 
Luchsinger, Marshfield, Ore.; Joseph 
Vidal, New York City; Harry E. Wan- 
nemacher, and Clarence R. Williams, 
students at Elgin Watchmakers College. 

Junior Watchmakers: Jerome H. Ash, 
New York; Lavell W. Fieming, Ros- 
well, N. M.; Charles A. Sauter, Jr., 
Lancaster, Pa.; Ted Melvin Harris, 
Tsutomu Kakesako and George Dan 
Zundel, students at Elgin Watchmakers 
College, and Bill L. Bainbridge, Lon C. 
Johnson, Carl Kluth, Leonard Masio- 
kas, Harold L. Mills, George Shibata, 
Ashton Spiker and Clarence Yonaka, 
all students at Bradley Polytechnic 
Institute. 
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TWO BOOKLETS 
FREE TO YOU... 


“Suggested Repair Prices” 


Covering 
Watches, Clocks, Jewelry 
Optical Goods and Engraving 


a 


“Blue List Schedules” 


Covering 


Revised Price Lists, refigured 
to include the 10% tax. 


te 


One or both of these book- 
lets available to you upon 
request. 














HANDBOOK FOR THE 


AMATEUR LAPIDARY 
By j. H. HOWARD 
Written to provide practical in- 
struction in all kinds of gem cutting 
for the beginner and the advanced 
amateur. Equally useful for pro- 
fessional lapidists. 
Price $2.00 Postpaid 
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KEYSTONE 
100 E. 42nd St. S6th & Chestnut Streets 
New York, WN. Y. Philadelphia, Pa. 
SAFE! ECONOMICAL! 
And 
EASY TO USE 





KANTOR’S 
Sunshine 
SILVER POLISH 


Made especially 
for Silverware 
R ded by J 1 3 and 
Silverware manufacturers as an 
efficient cleaner and polish that 
restores to tarnished and soiled 
silver its original lustre. 
3 sizes—4 oz., 8 oz., 16 oz. Retail 
for 30¢, 50¢, 85¢. Counter dis- 
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Repaired 
SWARTZ & CO. 
® JEWELERS’ FINDINGS N 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 
ARY WORK 


Replated 
10 S. Wabash Ave. Chicago, Ill. 
JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 
BECKER HECKMAN co. 


Relined § 
TROPHIES — MEDALS 
JEWELRY ‘TRADE 
535-559 W. 59th St., Chicago 
OUR week 2 seers NO MORE THAN 
29 E. Madison St. 


ml 


CHICAGO, ILL. 








Your Jopper Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 
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WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING Co. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 








FULLERS ios FINDINGS 


For 83 Years known as the 
— BEST QUALITY — 


ORDER FROM YOUR JOBBER 








WANT ADS 


It pays to use Jewelers’ Circular- 
Keystone Classified Ads 














q R. C. Knox, assistant secretary-treas- 
urer of the Jewelers Board of Trade, 
spent several days in Chicago, early last 
month, and enroute home visited their 
offices in Detroit, Cleveland and New 
York. 

q Emil Noel, Chicago wholesale jeweler, 
accompanied by Mrs. Noel, left the mid- 
dle of January to visit their son, Capt. 
Albert E. Noel, located at Kelly Field, 
San Antonio, Texas. They will spend 
two months motoring and visiting cities 
of the South. 

q Arthur Manheimer, who joined the 
partnership of the Hampden Watch Co. 
in Chicago about a year ago, and makes 
his home in Cohassett, Mass., came to 
Chicago, last month, for the annual meet- 
ing and a visit with his many friends in 
the city. 

q W. A. Esterquest, one of the old 
timers in the jewelry trade of Chicago 
is again back at his starting place after 
having been associated with several con- 
cerns during the past 52 years. He began 
his career with John J. Finan, who 
established Finan & Co. in 1890 and is 
again with this company, now located in 
the Pittsfield Bldg. 

q Peter J. Getner, .well-known and pop- 
ular with retail jewelers throughout the 
Middle-west and South, having repre- 
sented Chicago houses for manv years in 
this territory, resigned his revresenta- 
tion of Helfer-Patzwald Co. in December 
and moved to Burlington. Ia.. where he 
has accepted a position as manager of 
Block’s of Burlington. 

4 It was recently announced that Mrs. 
Annetta Eppenstein, who succeeded to 
the presidency and management of the 
Illinois Watch Case Co. and its subsidi- 
ary, Elgin Mfg. Co.. at Elgin, Il.. upon 
the death of her husband, Louis Epven- 
stein on Oct. 24, 1939, has retired from 
the business. Her interests were assumed 
by Allen B. Gellman and Joseph Weiss. 
Mr. Gellman is president and general 
manager. 

q The third bandit implicated in the rob- 
bery of August Axt Co., wholeslers, 740 
Plankinton Ave., Milwaukee, on Oct, 5 
1940. when approximately $30,000 worth 
of jewelry and diamonds were stolen, 
was apprehended in Chicago early in 
January and identified by Mr. Axt and 
five other witnesses. The other two, Earl 
Herbert and Frank Blacka are now serv- 
ing terms of 3 to 30 years in prison at 
Waupun, Wis., for their share in the 
robbery. 

q Gus Weinfeld. Drach-Weinfeld Co.. 
again distinguished himself on “Old 
Newsboys” day in December. On this 
annual occasion executives of Chicago 
who started life as newsboys sell papers 
for charity and Gus is always among the 
ton producers. This year Gus did not 
wait for customers to come to his stand 
on Madison and Wabash. He engaged 
a chorus of colored girls from a high 
school on the South Side and visited 
every office in the Heyworth Bldg. with 
marked success. 

q Henry Mortensen, secretary of the Illi- 
nois R. J. A., has announced that plans 
are well under way for the convention, 
which will be held on May 11-12 at the 
Relleville Hotel in Belleville. Paul W. 
Becherer is chairman of the convention 
committee and all the jewelers of Belle- 
ville are enthusiastically cooperating. 





There will be a social get-together meet- 
ing with entertainment and refreshments 
on Sunday night, May 10. Ample time 
will be provided on the program for jew- 
elers and friends to visit the many his- 
torical places in Southern Illinois. 

q Dollars for Victory is the latest or- 
ganization among the jewelers in Chi- 
cago. William Lester, manufacturers 
representative, is president, and Harry 
Lossau of Lossau and Kramer, is secre- 
tary. Immediately after the Pearl Har- 
bor incident Mr. Lester conceived the 
idea of the club and in a very few days 
more than 200 members were secured in 
the trade. The membership fee is $1 and 
with each official sinking of a Japanese 
warship members contribute from 25c to 
$1 toward the Dollars for Victory fund. 
The money will be used to purchase an 
American Red Cross ambulance. 

q@ The annual Christmas party at the 
Chicago Jewelers Club started at noon on 
Dec. 24 and lasted until—well, some of 
the members were pretty late for deco- 
rating the tree at home. It was open 
house for members and friends and spe- 
cial food was supplied for the occasion, 
including venison furnished by President 
Allen Pinero, LeStage Mfg. Co., who 
recently returned from his lodge, Bon 
Air, on Indian Lake, in the upper penin- 
sula of Michigan. Christmas cheer flowed 
in abundance and it was one of the most 
enjoyable affairs of the Club, which has 
become such an important factor in the 
social and business life of Chicago 
jewelers. 

q The Chicago Horological Guild held 
its annual meeting at its headquarters in 
the Pittsfield Bldg., Jan. 16. Swen 
Brolin, Chicago Mail Order Co., was 
elected president Other officers elected 
were J. F. Macke, C. & E. Marshall & 
Co., vice-president; H. W. Johnson, 
Johnson & Co., secretary, and James 
McKee, Marshall Field & Co., treasurer. 
The executive board consists of the offi- 
cers and Fred Lund, Fred M. Lund & 
Son and James Britton, C. & E. Mar- 
shall Co. Plans for the U. H. A. con- 
vention to be held at the Morrison Ho- 
tel in Chicago, the second week in May, 
were discussed and J. F. Macke was ap- 
pointed a chairman of the local conven- 
tion committee. 

q George E. Herring, president and 
founder of the Associated Silver Co., 
Chicago, announced last month that the 
business as a corporation was discon- 
tinued as of Dec. 20. Mr. Herring, who 
owns the building at 4450 Ravenswood, 
will maintain an office there for the pur- 
pose of liquidating the remaining assets 
of the company. The business was estab- 
lished 38 years ago for the manufacture 
of high grade plated tableware and later 


added a complete line of tarnish-proof 


chests and containers. In his announce- 
ment of discontinuing business Mr. Her- 
ring mentioned the difficulty of securing 
material required in both the silver line 
and chests, and his desire to retire from 
active business. ‘The company quits in 
splendid financial condition and Mr. 
Herring boasts that the company never 
lost a cash discount in its 38 years of 
operation. 


BUY DEFENSE BONDS 


THE JEWELERS’ CIRCULAR-KEYSTONE 











CANADIAN JEWELERS KEEPING 'EM FLYING 





The original effort of the Canadian 
Jewelers Association to raise a fund of 
$50,000 to be used to purchase a fighter 
plane was quickly attained and then 


doubled. Early in December contribu- 
tions stood at $105,000 and were still 
being received. -The picture shows the 
C.J.A. committee. standing before one 
of the new Hurricane: Fighters which it 
is providing. 

From left to right are: A representa- 
tive of the R.C.A.F.; G. Dinsmore, of 
the Canadian branch of Wm. A. Rogers, 
Ltd., Toronto, publicity director of the 
campaign; Norman J. Leach, editor of 
the Trader § Jeweller and secretary of 
the Canadian Jewelers Association, To- 
ronto, who is campaign secretary; M. T. 
Ellis, Birks Ellis Ryrie Ltd., Toronto, 
chairman of the Central Ontario Com- 








mittee; Robert E. Day, president of 
Bulova Watch Co, Ltd. (Canada) To- 
ronto, chairman of committees; Flight 
Lieutenant Armstrong, R.C.A.F.; B.E. 
Ekblad, president, Electric Chain Co. of 
Canada [.td., Toronto, president of 
C.J.A. and campaign chairman; Cyril 
Fuller, Percy Hermant Ltd., Toronto, 
chairman of the Wholesalers Committee; 
J. J. Kennedy, general manager, Cohn 
& Rosenberger of Canada Ltd., Tornoto, 
chairman of Novelty Jewelry Section; 
J. S. Bliss, general manager, Oneida 
Ltd. (Canada) honorary treasurer of 
C.J.A. and the Hurricane Fund; B. M. 
Chapman, president, Chapman _ Bros. 
Ltd., Toronto, a past president and 
director of C.J.A., and another repre- 
sentative of the R.C.A.F. 





‘Eddie’ Imhoff Rules the Roost —_ 
Of Golden Roosters 


q E. L. Imhoff, vice-president and sales 
manager of Ripley & Gowen, Attleboro, 
with his headquarters in Chicago, is ‘the 
1942 Chanticleer of the Golden Roosters 
of Chicago and will be installed with the 
other officers elected. on Dec. 18, at the 
annual dinner-dance at the Drake Hotel 
on Feb. 21. Mr. Imhoff was a member 
of the first class to be initiated after the 
organization began in February 1921 and 
has been active in all its affairs since 
then. In addition to being a member of 
the Wrecking Crew for years, and chair- 
man last year, he has been manager of 
the “Sellers” ball team since the inaugu- 
ration of the contest between the 
“Buyers” and “Sellers” at the annual 
summer outing. Other officers elected 
were Al Lauschke, Thomas J. Dee & Co., 
keeper of nest-eggs, and Jack Casey, 
NaTIoNAL JEWELER, scratcher. 





Gem Store Robbery Simulated 
In Washington Blackout 


_ A tragedy was narrowly averted dur- 
ing Washington’s first trial blackout, 
Dec. 30, when crowds of curious persons 
who had been herded into doorways by 
air raid wardens during the test, rushed 
out to see what was happening when 
Screaming police cars tore through the 
darkened street to the Ross Jewelry 
Co., 1331 F St. 
_ Following sealed orders to give warn- 
ings of simulated emergencies at several 
points about the city, one of the war- 
dens in making the report, forgot to let 
the police “in” on the fact that the 
robbery” of the jewelry store was only 
a blackout test. : 


FOR FEBRUARY, 1942 





Biggest Indianapolis Firm 
Absorbed by Department Store 


The well-known jewelry firm of Julius 
C. Walk & Son, Inc., which has been 
operated for 61 years in Indianapolis, 
Ind., was purchased at the end of the 
year by the William H. Block Co., de- 
partment store of that city. The stock 
has been transferred to a new and en- 
larged jewelry department in the Block 
store, occupying the entire southeast 
corner of the store. It will be known as 
the Julius C. Walk Shop. Carl F. Walk, 
son of Julius Walk, the founder, and 
operator of the business since his father’s 
death, will be in charge, and part of 
the personnel will continue in the new 
location 


Watches Have 'Gold Effect’ Cases 


Earl Hall, trading as United Watch 
Co., St. Cloud, Minn., has filed an answer 
to a complaint issued by the Federal 
Trade Commission which charged him 
with misrepresentation in the sale of 
watches. 

The answer denies that any misleading 
statements or representations were made 
in any advertising literature or adver- 
tisements in periodicals by the re- 
spondent. It declares that the $1.95 
wrist watches were not represented as 
being of Elgin make and that the “Loco- 
motive Special,” which the complaint 
alleged had been advertised as having a 
gold case, was advertised as having a 
gold effect case. The answer asserts 
that the watches represented as being 
shockproof are in effect shockproof, as 
dropping will not stop them nor affect 
their time-keeping qualities. 

Hearings will be held in due course. 











WE PAY 
CASH - 


40 ¢ to 80¢ an Ounce for 
Solid Silver Flatware, etc. 
New & Used, Active & Obsolete 


For years we have made it possible 
for jewelers to turn broken lines, 
discontinued patterns and slow 
moving stocks of sterling silver 
into CASH, and jewelers who use 
our service are always satisfied. 
We are specialists in Sterling Flat- 
ware and pay highest prices. Check 
sent same day shipment is received 
and held intact till you notify us of 
acceptance. On return shipments 
postage and insurance will be paid 
by us. Any quantity will receive 
our careful and expert attention. 


Middle West’s Largest Buyer of 
New and Used Sterling Flatware 

















References: South East National Bank, Chicago 


LEO KILLELEA 


622 South Michigan Ave. 
CHICAGO, ILLINOIS 








CONSULT... 

M. Y. FINKELMAN 
for 

Diamonds and Diamond Jewelry 


EST. 1923 
29 E. MADISON ST. CHICAGO 








A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 














Acme WATCH CO. 


5 S.WABASH AVE. CHICAGO ILL. 


USED WATCH 
MATERIALS 


USED MOVEMENTS 1 | 2 


Gord Condition 
Good Dials 
THE PRICE OF 
NEW MATERIALS 


0-Size Elgin, Waltham 
73, $2.25 — 153, $3.25 
12 or 16 Size Hunting 

Wheels, pinions, 

liet forks, etc., 

or all watches. 


73, $2.00 — 1543, $2.75 
Send sample 


'2 Size Open , Face 

73, $2.50 — 153, $3.50 » 

‘Rh Size Open Fare 
what you want! . All 
Guaranteed! Remit 
only if satisfactory. 
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73, $2.50 — 154, $4.00 
18 Size Htg. Elg., Wal. 
73, $1.00 — 153, $1.50 
'8 Size O.F. Elg., Wal. 
73. $1.50 — 153, $2.00 
6 Size Elg., Wal.. Ht. 
73, $1.50 — 154, $2.00 
6% Rect. or GY2 Oval 
63, $2.00 — 15), $2.50 
1% 16). $1.00 153.$1.50 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 








Jewelry Repairing 
DIAMOND SETTING ENGRAVING 
Strictly Trade Shop 


DOERNBERGER G MUCK 
406 Pittsburgh Life Bldg., Pittsburgh, Pa 


Telept 3: AT.7848 - 


AT.49S9 








LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 
403 Clark Bldg., Pittsburgh, Pa. 











HERBERT HAASE 
Wholesale 
DIAMONDS -MOUNTINGS-WEDDING RINGS 
LADIES & GENTS STONE RINGS 


404 Clark Building Pittsburgh, Pa. 
Phone ATlantie 2455 














HELM & HAHN CO. 


Cpihaiine He ings 


* 
MANUFACTURERS BLDG. 
PITTSBURGH, PA. 








q Emil Freyer, president of the Samuel 
Weinhaus Co., had been confined to his 
home for a few days by illness. 

q William J. Sample, vice-president of 
the Grogan Co., Inc., is back on the job 
once more, following a recent illness. 

q Howard McAnlis of J. D. McAnlis & 
Sons, Beaver Falls, Pa., has recovered 
from a recent illness. 

q Chester G. Hall and John C. Keppie, of 
Hall Brothers Co., accompanied by their 
wives, are sojourning at Miami Beach. 

q “Bill” Kappel, president of the Wil- 
liam J. Kappel Co., is vacationing at 
Miami Beach. 

q Mr. and Mrs. David Weis spent a few 
days in Atlantic City recently and then 
went on up to New York where Mr. 
Weis was called on business. 

q J. Harvey Wattles, president of W. 
W. Wattles & Sons Co., Wood St., who 
resides in Washington, D. C., and Mrs. 
Wattles, expect to leave shortly for the 
South where they will spend the winter. 
q Al Eger’s Jewelry Store, 350 Franklin 
Ave., Aliquippa, Pa., was recently fea- 
tured in an illustrated article published 
in Commercial Electric Topics, well 
known house organ of the Duquesne 
Light Co. 

q Jack Roberts, of John M. Roberts & 
Sons Co., reports that business was ap- 
proximately 40 per cent better during 
1941. Asked as to what effect the new 
jewelry taxes were having on sales, Mr. 
Roberts said that the public has prac- 
tically forgotten about the matter at this 
time. 

4 The entire personnel of the Triangle 
Jewelry Co., manufacturing jewelers, 
Clark Bldg., recently contributed to the 
“Buy a Bomber” campaign being con- 
ducted by the Pittsburgh Sun-Telegraph. 
The firm received a lot of publicity as a 
result. Other contributors were the 
manufacturing jewelry firm of Bauer & 
Mutschler, also located in the Clark 
Bldg. and the William J. Kappel Co. 

q Pittsburgh was well represented at the 
annual banquet of the Jewelers’ 24-Karat 
Club of New York at the Waldorf-As- 
toria Hotel in January. Among those 
in attendance were: Emanuel Grafner, 
Grafner Bros.; Lynford Keating, Grogan 
Co., Inc.; Paul S. Hardy, Hardy & 
Hayes Co.; Louis Corbin and Harry Sil- 
verman, Samuel Weinhaus Co., and Gus 
Bastheim and Louis Silberman, Henry 
Wilkins Co. 

q Helm & Hahn Co., ring manufactur- 
ers, Manufacturers Bldg., report that an 
unusually large number of customers 
visited their place of business Sunday, 
Dec. 14—in fact, it was the largest busi- 
ness day on record. The company has 
made a practice of holding open house 
two Sundays before Christmas. The firm 
recently held a banquet and bowling 
night at the Atlantic Grill with 35 per- 
sons present. Following the dinner, the 
members and guests of the firm ad- 
journed to the Triangle Bowling and 
Recreation Center Alleys. During the 
festivities, John Gyekis and Albert Chil- 
lay were presented with gifts by the 
firm for having completed twenty con- 
secutive years of service. 
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THERE'S MAGIC 
IN THESE NAMES 


ELGIN 
WALTHAM 
SETH THOMAS 
WESTCLOX 
GENERAL (GE) ELECTRIC 
TOASTMASTER 
MIXMASTER 
IRONMASTER 
SHAVEMASTER 
SCHICK 
COMMUNITY PLATE 
TUDOR PLATE 
1847 ROGER BROS. 
WM. ROGERS 
AGFA ANSCO CAMERAS 
UNIVEX CINEMASTER 
RONSON 
SWANK 
AND MANY OTHERS 


THE PUBLIC DEMANDS THEM 
WE DISTRIBUTE THEM 


THE SAMUEL 


WEINHAUS 


COMPANY 


800-808 LIBERTY AVE. 


PITTSBURGH 








MANUFACTURING JEWELERS 
and 


DIAMOND SETTERS 
e 


BAUER & MUTSCHLER 


412 Clark Building Pittsburgh, Pa. 
Phone ATlantic 2336-7 











DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 


by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


This book of all gems gives complete 
definitions of every stone used by 
jewelers from Achates (ancient 
name and origin of Agate) to Zircon 
and Zonochlorite with their specific 
gravity, chemical composition, crys- 
tallographic origin, hardness, refrac- 
tive index, etc. 


It is a valuable ready reference list 
for the retail jeweler, manufacturer, 
importer and lapidary. 


Cloth bound, 58 pages, 7 x 5% 
inches. 
THE JEWELERS’ 
CIRCULAR-KEYSTONE 


100 E. 42nd St., New York, N. Y. 
5éth & Chestnut Streets, Philadelphia, Pa. 








THE JEWELERS’ CIRCULAR-KEYSTONE 

















HALL BROS. & CO. 
Clark Bldg. Pittsburgh, Pa. 
Diamond Importers 
and Distributors for 
Granat Mfg. Co. 

Stylists in 
Engagement and Wedding Rings 











Established 1907 


MARTIN GLUCK & SON 


(FRED GLUCK) 
Genuine factory watch materials 
“Supply Specialists” 
313-314 Clark Bldg., Pittsburgh, Pa. 








Established 1895 
THE W. J. JOHNSTON 
COMPANY 


WHOLESALE JEWELERS 


702 CLARK BUILDING 
PITTSBURGH, PA. 
« 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E. Jones Jake Hershey 
Wm. A. Jones 











GEMSTONES 
By G. F. HERBERT SMITH 


An interesting authoritative 
book for the study and de- 
termination of gems. Con- 
tains 443 pages, 42 plates, 
four of which are in color. 


' Price $4.00 Postpaid 


The Jewelers’ Circular-Keystone 
100 E. 42nd St. 
New York Clty 


Chestnut & 5éth Sts. 
Philadelphia, Pa. 
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Helfer Renamed President of 
Western Pennsylvania R.J.A. 


Leonard D. Helfer was elected presi- 
dent of the Western Pennsylvania 
R. J. A. for a fourth consecutive term, 
at a meeting Jan. 14, in the Roosevelt 
Hotel, which was attended by 75 mem- 
bers. Other 1942 officers include J. C. 


LEONARD 
D. HELFER 





Grau, Lynford A. Keating and Norman 
J DeRoy, vice-presidents; Herbert Ter- 
heyden, secretary and Martin Kramer, 
treasurer. 

John M. “Jack” Roberts, III, was 
elected chairman of the board of di- 
rectors, other members being Paul S. 
Hardy, Carl Cuda, William J. Kappel, 
Philip Sommers, David S. Malinger, all 
of Pittsburgh, and S. Goodman, Mc- 
Keesport; R. O. Crawford, Butler; Jack 
Gerson, New Castle; Theodore Abrams, 
Uniontown; Ford O’Dell, Erie; Robert 
Duffee, Sharon; John Franz, Carnegie; 
Lon O’Donnell, Kittanning; Wilber 
Widdowson, Indiana; Peter Strasser, 
Bridgeville; I. Lincoff, Homestead; 
Lewis Levinson, Pittsburgh; Harry Las- 
day, Braddock; Irving Mur, Wilkins- 
burg and Martin Morrow, McKeesport. 

Herman Hollander, association coun- 
sel, made a complete report of 1941 
activities and read a statement which he 
had forwarded to OPM in Washington 
on how members of the Pittsburgh 
jewelry trade can participate in national 
defense activities. The jewelers were 
also instructed on what to do in case of 
enemy air raids, etc. Members agreed 
to sell Defense Stamps and Mr. Hol- 
lander was instructed to notify the more 
than 600 members of the Association on 
how they can cooperate in this activity. 

President Helfer announced the ap- 
pointment of Max Wolfson as chair- 
man of the membership campaign com- 
mittee; Paul S. Hardy as chairman of 
the legislative committee and Ben 
Kirschbaum, of Duquesne, as chairman 
of the national defense committee for the 
association. 





KEEP 'EM FLYING! 





A Thought For Today 


The Hartford Times offers the thought 
that “jewelry will not suffer by priori- 
ties because there is too much creative 
ability and too much ingenuity in this 
field to allow the withdrawal of any one 
material to.seriously cripple the indus- 
try.” 





| DAVID WEIS « CO. 
DIAMONDS 


DISTRIBUTORS OF 


SWANK JEWELRY 


FOR MEN 


RONSON PRODUCTS 


1101 CLARK BUILDING. PITTSBURGH 
aA ND 











DIAMOND SETTING 
JEWELRY REPAIRING 


SPECIAL ORDER WORK 
Prompt service ae yp attention given to 
orders. 


TRIANGLE 


JEWELRY MFG. CO. 
216 Clark Bidg., Pittsburgh, Pa. At. 7723 








J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 
DIAMONDS and MOUNTINGS 


neem 


502 Clark Bldg. Pittsburgh, Pa. 














Pittsburgh 
Wholesalers 
and 
Manufacturers 
Can Fill 
Your Every 
Jewelry Need 





C. PROESSLER & SON 


—nn SEW CLs 


STORE FIXTURES 
1221 PENNSYLVANIA AVE 
PITTSBURGH, PA. 











KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
DIAMONDS - WATCHES - JEWELRY 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. _ PITTSBURGH, PA. 
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KLEIN BROS. CO. 


617 Vine St#. Cincinnati, O. 





Our salesmen are out with NEW SPRING 
lines. Beautiful! Be sure and see. 





JEWELRY—Large Assortments 
Latest Styles 


DIAMOND RINGS—Popular Prices 
Newest Mountings 


KENWOOD WATCHES—Dependable 
Popular Prices 











Greenwold Grift Co. 


The House of Quality ind Service 
1S WEST 7th STREET. CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT ey 


ELGINS @ HAMILTONS (Zones S 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 
to your customers with confidence 








FOR PROMPT— 
DEPENDABLE SERVICE 
Send Us Your Orders for 


ELGIN—*HAMILTON 
#ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT” 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











THE HOUSE OF 
SPECIAL ORDERS 


Ra ctebaleranmectalemerere 


Prompt Service 


Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 


Phones Cherry 5770 & Ch. 5771 








MISS VANITY 
STREAMLINED DIAMOND RINGS 


For the Fall Bride. Most attractive. Mod- 
erately priced. 


Write for a Selection 
bay J D. JACOBS SONS CO. 


811 Race $ Cincinnati, Ohio 
Serving Ae , wee Jeweler for over 60 Years. 








WESTERN TRAY & CASECO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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| 6th annual ball of the 








q Mrs. Laura Payne, wife of Louis 
Payne, well-known in the Cincinnati 
jewelry trade, last month received the 
honorary title of “brigadier general,” 
bestowed upon her by U. S. Army offi- 
cials. A former screen actress, Mrs. 
Payne received the title for her work in 
arranging entertainment programs for 
soldiers at Ft. Monmouth, N. J., where 
she and her husband now reside. Before 
moving away from Cincinnati several 
years ago, Payne operated a jewelry 
store on Central Ave. near Fifth St. 

q Albert Esberger, of Esberger Bros. 
Co., became Cincinnati’s first 1942 auto- 
mobile accident victim when he was 
struck while crossing Central Parkway 
only a short time after the new year 
arrived. He escaped serious injury 
although he was hurled several feet into 
the air, suffering only sprains and 
bruises. The accident occurred as he was 
returning home from a New Year’s Eve 
party. 

q Since the Getz Jewelry Co. store was 
established in Walnut Hills, Cincinnati, 
less than three months ago, two robberies 
have been perpetrated there. In the 
latest, last month, a hit-and-run thief 
smashed a huge plate glass window and 
escaped with 17 watches. Not many 
weeks ago robbers obtained $700 worth 
of jewelry by similar methods. A thief 
with a discerning eye, who threw a brick 
through the East 6th St. jewelry store of 
Robert Helwig, last month, picked up 
only the most expensive items, amounting 
to about $700. A window worth $200 
and much of the other stock was broken 
by the brick which also shattered an 
elaborate Christmas window display. 

Leo Hoffer, watch- 

maker and jeweler in 


the Traction Bldg., 
was chairman of the 


Cincinnati Guild, of 
the Ohio Watchmak- 
ers Association, Jan. 
10, in the Hotel 
Sinton. Unanimously, 
the membership de- 
cided to donate the 
proceeds to the Amer- 
ican Red Cross. Al- 
most $300 was realized, 
according to Elmer 
G. Fisher, president. 
Dancing and a floor 
show were enjoyed. 
Norbert B. Meehan, 
B. Jacobs ‘& Son Co., 
assisted Hoffer in the 
arrangements. 


q Charles Wiebell, former St. Bernard, 
0., jeweler, was married in Cincinnati, 
Jan. 17, to Miss Dolores Reusch, of Cin- 
cinnati. Now employed at Dayton, O., 
Wiebell renewed acquaintances’ with 
many persons in the Cincinnati jewelry 
industry at a reception held in the Oola 
Khan Grotto for the bride and groom. 
He is the son of Adolph Wiebell, Sr., 
Vine St. jeweler. 





| Firm Gives Defense Bonds, Bonuses 





q “In appreciation of the unusual efforts 
they extended during the past year in 
serving the public as representatives of 
the firm,” A. G. Schwab & Sons, 220 E. 
6th St., in December presented all the 
employees with U. S. defense bonds, in 
addition to substantial bonuses on the 
basis of their length of service. Four of 
the employees have been employed by the 


| company from 25 to 38 years. 








$500 Donated to Red Cross 
By Queen City Jewelry Group 


After electing its 1942 officers at its 
annual meeting, Jan. 13, in the Alms 
Hotel, the Cincinnati Wholesale Jewel- 
ers & Manufacturing Association decided 
to donate $500 to the American Red 
Cross. Herbert C. Schwab, official of 
A. G. Schwab & Sons, Inc., was re- 
elected to his second term as president 


Herbert C. Schwab, 
reelected president 
of the Cincinnati 
Wholesale Jewelers 
& Manufacturers 
Association. 





Other 
named were Arthur Hirschfield, secre- 


of the association. officers _re- 
Arno 


The 


tary and Earl Bose, treasurer. 
Dorst was elected vice-president. 
new executive committee includes Albert 
Wallenstein, Charles Grift,, Charles 
Becker, Edward Brunst and Charles 
Dispecker. Clarence Loeb was nominat- 
ing committee chairman, Members in- 
formally reviewed the banner year of 
1941. . 


BUY DEFENSE BONDS 


Dispeker Heads Town Criers 


Charles Dispeker, of the M. Schwab 
Co., is new president of the Town Criers, 
Cincinnati jewelry salesmen’s organiza- 
tion, succeeding Norbert Meehan of the 
D. Jacobs & Sons Co. He was elected at 
the annual meeting, Jan. 7, in Hotel 
Alms. Re-elected were J. Charles Hum- 


‘mel, Gerwe-Frohman Co., secretary, and 


Robert Hengehold, Schumer Bros. Co., 
treasurer. Others named were Robert 
Stocker and Reed Botts, both of Schumer 
Bros. Co., first and second vice-presi- 
dents respectively, and Melvin Hesse, 
Greenwold-Grift Co., third vice presi- 
dent. George E. Brown was chairman 
of nominations. 

Out-of-town guests included Jack 
Hagel and Earl Webster, jewelry sales- 
men of Washington and Odon, Ind., 
spectively. 

Waiting until the holiday rush had 
subsided, the club held a belated Christ- 
mas party, Jan. 2, in Lerman’s Restau- 
rant. 


Go to Danville, Diogenes 


Are people honest? Adolph Kingoff, 
Danville, Va., jeweler, thinks they are. 
At least a dozen people came into his 
store in the course of a day, returning 
bits of jewelry they had picked up on 
the street. The various pieces—neck- 
laces, brooches, cigarette lighters and 
costume jewelry—-were lost by two rob- 
bers who fled from the store upon being 
surprised by the police. 
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q Walter Wigmore, jeweler of Norfolk 
Downs, picked up a germ that put up a 
tough fight for a couple of weeks, but 
Walter won out and is back on the job. 

E. C. McKeen, of San Francisco, spent 
three months in the east and on his way 
back took time out for the holidays with 
a brother who resides in Denver. 

Ss. C. Crosby, jeweler of Whitman, 
Mass., in late December, due to a fire 
in the building housing his store, lost 
both stock and shop equipment. 

E. A. Gregor, for many years head of 
the watch repair service of Smith-Pat- 
terson Co., Summer St., has joined the 
staff of A. Sim, 8 Winter St. 

q Boston Jewelers Club committees have 
reported to President Arthur Horne, 
that arrangements for the annual dinner 
at the Copley Plaza, Feb. 7, are complete 
and members and’ their guests can look 
forward to an evening of jewelers’ hos- 
pitality, Boston style. The entertain- 
ment group admits to many hours spent 
watching the previews, before making 
the selection of feature acts. 

q Prof. Richard P. Doherty, of Boston 
University’s College of Business Admin- 
istration, on Jan. 16, at a meeting of 
the Boston City Federations of Organ- 
izations, Inc., stated that Boston’s dens- 
ity of retail trade is the highest in the 
nation. With a population of 2,927,000 
in greater Boston, there was an annual 


Toronto Jewelers To Play Host 
To Canadian Convention, Feb. 9, 10 
At the annual meeting of the Toronto 
Jewelers’ Association, Jan. 15, at the 
Royal York Hotel, Toronto, Fred E. 
Belsham, Toronto, was elected president 
for the ensuing year. K. M. Ostranger 
was named vice-president, and Norman 
J. Leach secretary-treasurer. The annual 
convention of the Canadian Jewelers’ As- 
sociation will be held in Toronto, Feb. 
9 and 10, when the Toronto Association 
will be host to jewelers from all over 
Canada. 








IN BRITAIN ON WAR WORK 


Richard Rowe, watch- 
maker of Dorchester, 
Mass., has joined the 


Civilian Technical 
Corps, for overseas 
service. He came to 


the U. S. A. from 
Cornwall, England. 
During ¢t h e World 
War, he was in the 
British Navy for three 
and one-half years 
and his son, just 
turned 21, is a Bren 


gunner and dispatch 
rider in the British 
Army. 


total volume of retail sales of $1,250,- 
000,000. 

q City Registrar Frank J. Fay states 
that marriages continue to soar in Bos- 
ton, after breaking all records in 1941. 
According to figures up to Jan. 16, a 
new high level is set for 1942, with 470 
marriage licenses granted, as compared 
with 315 during the same period last 
year. Marriages by members of the 
armed forces account for a substantial 
part of the increase. Of 35 prospective 
bridegrooms filing intentions on Jan. 15, 
about one-third were soldiers or sailors, 





'G-man' Demands Chronometer, 
Saying It Was Needed for Defense 

A convincing story told by a tall, thin 
man who represented himself as a gov- 
ernment agent led Frank Volpe, Passaic, 
N. J., jeweler, to turn over a $125 time- 
piece for the sum of $25. The jeweler 
was told that the Government was con- 
fiscating all chronometers for defense 
purposes. When Volpe demurred he 
says he was told by the stranger that 
the Government would take the watch 
and pay him nothing unless he agreed 
on the settlement price. 





RECENT REMODELINGS AND REMOVALS 








S. Grimstead, 1015 Pacific 'Ave., Tacoma, Wash. New location. 

W. J. Schaut, Manatee Ave., Bradenton, Fla. New location. 

Mulford Jewelry Co., 26 S. Main St., Memphis, Tenn New location. 
Krisman-Frey Jewelers, 407 N. 8th St., St. Louis, Mo. Remodeled. 

Rogers Jewelry Co., 552 W. Broadway, Council Bluffs, Ia. Modernized. 

Schein & Jones, Main & Morgantown Sts., Uniontown, Pa. Modernized. 

I. H. Winston Credit Jewelers, 13502 Michigan Ave., Dearborn, Mich. New front. 
N. Shifrin Jewelers, Dearborn, Mich. Modern new store. 

William Green, 3 Atlantic Ave., Lynbrook, L. I., N. Y. New front. 

George H. Humbert, 300 Main St., Rochester, N Y. New location. 

Crowell Jewelry, 715 Broadway, Plainview, Texas. New location. 

Gensler-Lee, 201 W. 4th St., Santa Ana, Cal. New front. 

S. J. T. Lowe & Paul E. Lowe, 207 4th Ave, N., Nashville, Tenn. New location. 
Lee Jewelry Co., 3 Arcade, Nashville, Tenn. Remodeled. 








NEW RETAIL ENTERPRISES 








Mills Jewelry Co., 214 S. Main St., Rockford, Ill. Jack Mills, prop. 

Model Jewelry Shop, 7th Ave., N., Nashville, Tenn. P. N. Reale, mer. 

Lord’s Jewelry Co., Michigan Ave., Dearborn, Mich. New unit. H. Radom, mgr. 

Nat’s Credit Jewelry, 4 White St., Red Bank, N. J. New unit. Nathan & Harold Lubitz. 
Allen Jewelry Co., 311 4th St., Sioux City, Ia. Allan Schwartz, prop. 


Roxie Berrent, 28 W. 57th St., New York City. 
Celien J. Bilat, 51 Lafayette St., Suffern, N. Y. 
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Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 
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Where to Buy 
IMPORTED 
China and Glass 





So 





MINTON 


English Bone China 
ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 


Meakin & Ridgway, Inc. 








129 Fifth Avenue, New York, N. Y. 








ROYAL DOULTON 


@nglish Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, 





JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT’S 
English Staffordshire Ware 





N. Y. 





PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of ° 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 








EDWARD BOOTE 
35 & 37 West 23rd St.. New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








JEWELRY, GEM CUTTING 
and METALCRAFT 


By W. T. Baxter 


Price $2.50 Postpaid 


Jewelers Circular-Keystone 
100 E. 42nd St., New York 
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Price Ceiling on Jewelers’ Goods, Services Imposed in Canada; 
Industry Board Empowered to Regulate; New Designs Curbed 


Generally speaking all retail sales of 
jewelry in Canada come under the price 
“ceiling” imposed by the government to 
control inflation during the wartime 
period. This “ceiling” is absolute. The 
Dominion government order fixing prices 
sets forth that retail prices for goods 
and services must not exceed the prices 
charged during a basic period—Sept. 15 
to Oct. 11, 1941. 

The announcement of the basic period 
was made weeks after the period had 
passed, so that it may be assumed it is 
a normal period, not affected by any 
undue outside influences other than the 
rather abnormal increase duc to the ris- 
ing of wages and goods. Wages also 
were frozen by the government, through 
the Wartime Prices and Trade Board, to 
put an end to inflationary tendencies 
which by the end of 1941 had begun to 
spiral upward and which made the 
“ceiling” step necessary. 

Administration of the entire “ceiling” 
plan is directed by Donald Gordon, 
deputy governor of the Bank of Canada. 
Administrators are named in each line 
of trade. In the jewelry trade, Herman 
Levy, of Hamilton, Ont., is administra- 
tor. He is assisted by seven divisional 
directors, Robert E. Day, Toronto, 
watches; Robert Amell, Toronto, gold 
jewelry; B. E. Ekblad, Toronto, gold- 
filled, sterling and novelty jewelry; S. 
Gross, Toronto, precious stones; S. Still- 
well, Toronto, refining and precious 
metals; Alfred Guay, Montreal, novel- 
ties; and W. T. A. Walton, Hamilton, 
silverware. 

As yet the “ceiling” order has not re- 
sulted in any retail outlets closing. In 
most cases, the long-established jewelry 
stores carried fairly large stocks when 
the order came into effect. This was due 
to foresight, principally, because of the 
adverse effect the war would have on the 
manufacture of many kinds of jewelry. 
The machinery required for many details 
in the trade have been taken over for 
war work, and the nickel and copper 
required for plated goods is now virtu- 
ally impgssible to get, so that replace- 
ment stock will become hard to obtain 
as the war progresses. Watches and 
clocks also will become scarce, the for- 
mer particularly, because of the difficulty 
of obtaining movements. 

Standardization of design also may 
become more general. Mr. Gordon has 





Employees Given Defense Bonds 





Opening their Christmas selling cam- 
paign long before the Thanksgiving holi- 
day, last fall, and giving it a Defense 
flavor, Burnett Bros., retail jewelers of 
Seattle, presented each employee for- 
mally with a crisp new U. S. Defense 
Bond in recognition of faithful service 
rendered. Louis H. Burnett, in present- 
ing the bonds, encouraged continual sav- 
ings. 





ordered that new patterns, models or 
designs of watches, clocks, and jewelry 
not sold prior to the imposition of the 
“ceiling” may not be sold without the 
written consent of the jewelry adminis- 
trator. This, together with the difficulty 
of obtaining skilled workers, will have a 
tendency to enforce continuation of ex- 
isting designs. 

In regard to imported articles, which 
may cost more to import than the frozen 
basic period price, the government may 
equalize the deal by granting subsidies 
to permit the imported article to be sold 
at the “ceiling” price. That this will 
apply only to the most necessary articles 
goes without saying as it is hardly likely 
that articles definitely in the luxury class 
would receive a government subsidy. 
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LENOX CHINA 
SERVICE PLATES 


DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. J. 








“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 


a 
Send for Ilustrated Catalog 


ENRIGHT - LE CARBOULEC, INC. 
160 Fifth Ave. New York City 








CHelsea 2-5558 











HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 





OLD WATERFORD 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY 











gh 





ASTLETON CHINA 
"DE LUXE “TABLE WARE 


FINE CHINA TRADE 


MADE INAMERICA *© MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 











“The House of Satisfied Customers’’ 


Decorators of Fine Dinnerware. 
Service Plates. Satin, Gold and 
Enerusted Specialties. 


ATLAS CHINA CO., INC. : 
{ 27 W. 20th Street, New York 
CHelsea 2-1522 
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Federal Testing of Timepieces 


An abridgment of Circalar C432 of the National Bureau of Standards 


by R. E. Gould, issued August 14, 1941 


(Concluded from the January issue) 


HE character of the variations after the first 24 

hours depends largely upon the methods used to se- 
cure isochronism. For some timepieces the rate continues 
in the same direction as during the first part of the test 
but increases rapidly, whereas for other timepieces there 
is a sharp reversal of rate within a few hours after the 
twenty-fourth. The rate as the spring runs down often 
increases to several times the earlier rates. 


CLASS A TEST FOR WATCHES 


Program of test.—This test is designed for high-grade 
pocket watches adjusted for five positions, three tem- 
peratures, and for isochronism, and is the most complete 
scheduled watch test conducted by the Bureau. The test 
consists in determining the daily rates in a series of 15 
periods occupying a total time of 54 days. The positions 
and approximate temperatures are as indicated below. 
The watches are wound and read once each day, except 
during the isochronism test (period 11). During this 
period the watch is not wound, except at the beginning 
of the test, and observations are made at frequent inter- 
vals during the 36 hours of the test. 


























Period | Duration Position Temperature 
| ree 3 days...| Vertical, pendant-up............. Approx. 25° C. 
(77° F). 
Beaten ....do....| Vertical, pendant-right........... Do. 
Me Reser ....do....] Vertical, pendant-left............ Do. 
. eee A en eee Do. 
: eee ....d0o....| Horizontal, dial-down............ Do. 
. errr ee: ened Ee eee Mts po yee ces vera teehee es Do. 
) ree ....do....| Horizontal, dial-up....... Se crea a Do. 
| Sees ....do....] Vertical, pendant-left............ Do. 
, eee -...do....| Vertical, pendant-right........... Do. 
Bi cis «cos -...-do....] Vertical, pendant-up............. Do. 
ee 36 hours..| Horizontal, dial-up (isochronism). . Do. 
(Intermediate day) 
ee 5 days...| Horizontal, dialhup.............. 5° C (41° F). 
(Intermediate day) 
|. ee ....do....| Horizontal, dial-up.............. 20° C (68° F). 
(Intermediate day) 
| ae -+e-d0....| Horizontal, dial-up.............. 35° C (95° F). 
_ (Intermediate day) 
| eee 3 days...| Vertical, pendant-up............. Approx. 25° C. 
(77° F). 
Derived results and tolerances.— 
Tolerance 
No. Criteria allowed 
Seconds 
1 Mean Govintion of daily rate. << 5 i006 cece sce vcie 0.75 
2 Mean deviation of rate for change of position. ...... 3.00 
3 Largest difference in rates for any two positions... .. 10.0 
4 Rate in horizontal, dial-up position minus rate in 
vertical, pendant-up position.................... 5.0 
5 | Rate in horizontal, dial-down position minus rate in 
horizontal, Se SEIS 4.0 
6 Togressive change in rate in periods 1 to10........ 3.00 
Sf a5 ida gi ccasccesteutehinses ch 6.0 
8 EOC No5e Bel ou ore acs. 6 bv ena whe ae oe 3.0 
9 | Difference in rate per degree from 5° to 35° C....... .20 
-10 | Difference in rate per degree from 5° to 20° C minus 
* ‘ difference in rate per Seareo from 5° to 35° C.... ; 
“11 Largest mean daily rate for any period............ 10.0 
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Computation of derived results.—The derived results 
are computed in accordance with the following rules: 


1. The “mean deviation of daily rate’ is the mean, regardless 
of sign, of the 48 differences obtained by subtracting each of 
the 43 daily rates of the 14 periods of the test (period 11 being 
omitted) from the mean rate of the period in which the daily 
rate occurs. 

2. The “mean deviation of rate for change of position’ is the 
mean, without regard to sign, of the differences between each 
of the ‘mean rates’ for the five positions and the algebraic 
mean of the five. The “mean rate” for each position is the 
average of the mean daily rates for the two periods in the 
same position. 

3. The “largest difference of rate between any two positions” 
is the largest difference between any two of the “mean rates” 
for the five positions. (Periods 1 to 10.) 

4. The “rate in horizontal, dial-up minus the rate in vertical, 
pendant-up position” is the difference between the “mean rates” 
for these two positions taken as indicated. 

5. The “rate in horizontal, dial-down minus the rate in hori- 
zontal, dial-up position” is the difference between the “mean 
rates” for these two positions, taken as indicated. 

6. The “progressive change in rate in periods 1 to 10” is the 
algebraic mean of the differences between the mean rate for 
the first period of the test in each position and the mean rate 
for the second period in the same position. It indicates the 
progressive change in rate which has taken place during the 
position tests. 

7. The “recovery of rate” is the difference between the mean 
rate in period 15 and the mean rate in period 1. 

8. The “isochronism error’ is the difference between the 
amount gained or lost in the isochronism test, period 11, in the 
first 24 hours after winding, and twice the amount gained or 
lost in the first 12 hours after winding. 

9. The “difference in rate per degree from 5° to 35° C” is the 
difference between the mean rate in period 14 and the mean 
rate in period 12 divided by the difference in temperature in 
° C for the same two periods. 

10. The “difference in rate per degree from 5° to 20° C minus 
the difference in rate per degree from 5° to 35° C” is the dif- 
ference between the two rates taken as indicated. The difference 
in rate per degree from 5° to 20° C is the difference between 
the. mean rate in period 13 and the mean rate in period 12 
divided by the difference in temperature in degrees centigrade 
for the same two periods. 

This criterion shows the uniformity of the change in the 
daily rate with temperature. This quantity, when averaged 
without regard to sign, with the result obtained in criterion 9 
serves as a joint measure of the temperature compensation, and 
is used as the term c in the formula for calculating relative 
performance. 

11. The “largest mean daily rate for any period” is the larg- 
est mean rate for any of the 15 periods, omitting the isochronism 
test, period 11. 


Relative performance.—For watches which do not ex- 
ceed any of the tolerances of this test, a “relative per- 
formance” is computed in accordance with the formula: 


Relative performance = 
30(1 : )+30(1 : )+30(1 : )+10(1- S) 
0.75 3.00 0.25 6.0)" 


in which 


a==the mean deviation of daily rate as computed in criterion 1. 

b===the mean deviation of rate for change of position as com- 
puted in criterion 2. 

c-=the arithmetical mean of the difference in rate per degree 
from 5° to 35° C, as computed in criterion 9, and the amount 
by which the difference in rate per degree from 5° to 20° C 
differs from the difference in rate per degree from 5° to 35° C. 
(Mean of criteria 9 and 10.) 

==the recovery of rate, as computed in criterion 7. 


It will be noted that the quantities 0.75, 3.00, 0.25, and 
6.0 in the formula are the tolerances allowed for criteria 
1, 2, 7,and°9, and that, consequently, the sum of the 
allotted weights, 30, 30, 30, and 10, represent the total 
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new home. 


21 WEST 46TH STREET 





21 West 46th Street 
IS OUR NEW ADDRESS 


Modern and larger quarters provide greater facili- 


ties to render more efficient service. 


A cordial invitation is extended you to visit our 


hASTENHUBER « LEHRFELD 


NEW YORK, N. Y. 








.«- More than paid for itself 
in 
SIX CHARLES F. MORRIS 


months Lepage in Miami 
writes: “I have had a 


WatchMaster only six months and think I 
am safe in saying that it has already paid 
for itself in the watch repair department 
alone in this short time. The speed and 
ease with which the worst watches can be 
brought to real accuracy is unbelievable. 
Besides, it has been a wonderful help in 
making sales.” 


The WatchMasier prints 
a record in 30 seconds 
showing the 24-hour rate 
of any watch in any posi- 
tion—-as well as the cause 
of any irregularity. 


American Time Products 


New York, N. Y. 


580 Fifth Ave. Ine. 


Distributors of Western Electric Watch-rate Recorders 








“THE PATHWAY TO SUCCESS” 


he | 


WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Peoria, Ill. 











While Nye Watch oils have not 
changed in nearly 100 years from 
the porpoise Jaw crudes from which 
they have always been refined, the 
process has been subjected com 
stantly to improvements as scien: 
titic knowledge has advanced. Nye’s 
Oil is today the most highly refined spe 
cialized product obtainable—an oil you 
can depend upon for the best results. 


Ask your 
Materials 
Supplier for 
Nye Oil, 
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number of points which it would be possible for a watch, 
which was perfect in these respects, to obtain, while a 
watch which just passed all of the tolerances for these 
particular criteria would receive zero points. If a, b, c, 
and d each equal zero, the watch would have a relative 
performance of 100. If a = 0.375, b = 1.50, c = 0.125, 
and d = 3; that is, if each is one-half the tolerance, the 
relative performance will be 50. 

It will be seen from the above that the relative per- 
formance rating is based only on the criteria 1, 2, 
7, and 9 and that the computed relative perform- 
ance of a watch which meets all of these require- 
ments—that is, for which the error in each of these four 
cases does not exceed the tolerance for that criterion— 
will lie between 0 and 100. The relative performance 
rating may, therefore, be taken as an indication of the 
amount by which the errors in performance fall within 
the errors permitted in these four criteria. Only a high- 
grade watch, well adjusted and in good condition, will 
give errors in performance within these limits. It is there- 
fore apparent that a watch that attains a relative per- 
formance rating of 50 or more may be regarded as of 
very high quality, while one that attains a rating of 75 
or more is exceptional. 

Certificates and reports.—A certificate is issued for 
each watch which does not exceed any of the tolerances 
of this test. A report is issued for each watch which 
fails to meet one or more of the tolerances. The certifi- 
cate or report is accompanied by an “abstract of results”’ 
showing the mean daily rate and the mean temperature 
for each period of the test and the values computed for 
the 11 criteria described above. 


CLASS B TEST FOR WATCHES 


Program of test.—This test is designed for pocket 
watches which are adjusted for three positions and three 
temperatures, and is less exacting than the class A test. 
The test consists in determining the daily rates in a 
series of 10 periods occupying a total time of 40 days. 
The positions and approximate temperatures are as in- 
dicated below. The watches are wound and read once 
each day throughout the test: 



































Period | Duration Position Temperature 
| rs 3 days Vertical, pendant-up............. Approx. 25° C. 
; (77° F). 
, eee ..do. Horizontal, dial-up.............. Do. 
. eee ..do. Horizontal, dial-down............ Do. 
Ce og SEINE 6/0 [Raat MN ahet aa Graore’ ea Ek Brent wea Do. 
| Boe ..do. Horizontal, dial-up.............. Do. 
_ eee ..do. Vertical, pendant-up............. Do. 
f (Intermediate day) 
Dioasee 5 days Horizontal, dial-up.............. 5° C (41° F). 
A (Intermediate day) 
Op ckis ..do. Horizontal, dial-up.............. 20° C (68° F). 
. (Intermediate day) 
nett ..do. Horizontal, dial-up.............. 35° C (95° F). 
“ _ . (Intermediate day) 
Bu iAanta 3 days Vertical, pendant-up.............| Approx. 25° C. 
(77° F.) 
Derived results and tolerances. — 
Tolerance 
_No. Criteria allowed 
Seconds 
1 | Mean deviation of daily rate..............00+s000- 1.00 
2 Rate in horizontal, dial-up position minus rate in 
. vertical, pendant-up position..............e+e+0- 6.0 
Rate in horizontal, dial-down position minus rate in 
horizontal. dial-up position..............+.+++0 5.0 
EE __RRis rlyr R a nieend anenipsie aeate 8.0 
; Difference in rate per degree from 5° to 35° C....... 0.30 
Difference in rate per degree from 5° to 20° C. minus 
» difference in rate per degree from 5° to 35° C.... -40 
Largest mean daily rate for a | eee 10.0 
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Computation of derived results——The derived results 
above are computed in accordance with the following 
rules: 


1. The ‘“‘mean deviation of daily rate” is the mean, without 
regard to sign, of the 36 differences obtained by subtracting 
each of the 36 daily rates of the 10 periods of the test from 
the mean rate of the period in which the daily rate occurs. 

2. The “rate in horizontal, dial-up position minus the rate in 
vertical, pendant-up position” is the difference between the 
“mean rates” of these two positions, taken as indicated. The 
“mean rate” for each position is the average of the mean daily 
rates for the two periods in the same position. 

3. The “rate in the horizontal, dial-down position minus the 
rate in the horizontal, dial-up position” is the difference be- 
pier og the “mean rates’ for these two positions taken as indi- 
cated. 

4. The “recovery of rate” is the difference between the mean 
rate in period 10 and the mean rate in period 1. 

5. The “difference in rate per degree from 5° to 35° C” is the 
difference between the mean rate in period 9 and the mean 
rate in period 7 divided by the difference in temperature in 
degrees centigrade for the same two periods. 

6. The “difference in rate per degree from 5° to 20° C minus 
the difference in rate per degree from 5° to 35° C” is the dif- 
ference between the two rates, taken as indicated. The differ- 
ence in rate per degree from 5° to 20° C is the difference be- 


.tween the mean rate in period 8 and the mean rate in period 7 


divided by the difference in temperature in degrees centigrade 
for the same two periods. 

The change in rate with increase of temperature in a well- 
compensated watch is seldom linear, but, instead, the rate at 
middle temperature is generally faster than at either low or 
high temperatures. This criterion shows the uniformity of the 
change of rate with temperature. 

7. The “largest mean daily rate for any period” is the largest 
mean rate for any of the 10 periods of the test. 


RAILROAD PRECISION TEST FOR WATCHES 

Program of test——This test is designed for pocket 
watches of high grade, generally designated as five-posi- 
tion adjusted railroad watches, and is somewhat less 
exacting than the class A test, but more exacting than 
the class B test. In general, it is more satisfactory than 
the class B test and has largely superseded that test. 
The test consists in determining the daily rates in a 
series of eight periods, occupying a total time of 19 days. 
The positions and approximate temperatures are as in- 
dicated below. 


























Period | Duration Position Temperature 
4: 2 days. ..| Vertical, pendant-up.............| 20° C (68° F). 
Ye .do. Horizontal, dial-down............ Do. 
} ees ee ee I re Do. 
| (Intermediate day) 
4 ..do. Horizontal, dial-up.......... 5° C (41° F). 
(Intermediate day) 
5 do. Horizontal, dial-up..............| 35° C (95° F). 
k (Intermediate day) 
a eee Lye do 7 Vertical, pendant-up..... ea aks | 20° C (68° F). 
Derived results and tolerances.— 
| j 
Tolerance 
No. | Criteria allowed 
EEN SRE ene em erra ts Cee Ne tf 52 Ea oe Fe) es 
| Seconds 
1 | Initial rate in vertical, pendant-up position......... i 
2 | Maximum difference in daily rate for the three 12 
WD Sis. 954.5. w 90 Wiis See ET Sain ey whee eN 
3 Maximum difference in daily rate for the three 
| Re 5 5:95 4 Ra WAI OS 4 Re 12 


4 | BD SS rer rer er tree rk 6 





Computation of derived results——The derived results 
are computed in accordance with the following rules: 


1. The “initial rate in vertical, pendant-up position” is the 
mean daily rate for period 1. ; 

. The “maximum difference in daily rate for any two posi- 
—, ae maximum difference in mean daily rates for periods 
1, 2.8m . 

3. The “maximum difference in daily rate for any two tem- 
peratures” is the maximum difference in mean daily rates for 
periods 3, 4, and 5. 

4. The “recovery of rate” is the difference in the mean daily 
rates for periods 6 and 1; both of which are with the watch in 
the vertical, pendant-up position. 


Certificates and reports.—A certificate is issued for 
each watch which does not exceed any of the tolerances 
in these tests. A report is issued for each watch which 
fails to meet one or more of the tolerances. 
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ISSOLVING COPPER—We have a lot of 14- 

karat hollow wire with base of copper, bought as 
scrap, and want to get it in shape to weigh the gold be- 
fore selling it. Kindly explain if there is a simple way 
to separate the copper and gold. (Question No. 5392.) 
R. W. 


Answer—Mix nitric acid and water, equal parts, 
slowly pouring acid into water, not water into acid. Im- 
merse the wire in this solution, which should be kept 
warm in a lead pan or porcelain dish. About every 3 hr., 
add some fresh nitric acid, until the copper has been 
eaten out of the gold. The question you must decide is 


between going to the expense of the above outlined op- | 


eration, or selling the wire as it is to a refiner, which 
might yield a better net return, if sold to a reliable firm. 


OLD WASTE—How can I be sure of losing least 

value of gold waste from my polishing lathe? I 
know jewelry factories have vacuum systems for this, 
but my shop is only a repair shop. (Question No. 5393.) 
H. P. 


Answer—There are very efficient self-contained pol- 
ishing benches with suction apparatus for saving the 
gold waste from buffing work, the equipment made in 
units small enough to be efficient in repair shops. De- 
scriptions and price lists can be had by writing to manu- 
facturers, among whom are Leiman Bros., Inc., 156 
Chrystie St., Newark, N. J.; C. & E. Marshall & Co., 
1445 W. Jackson Blvd., Chicago; Arrow Supply & Tool 
Co., 109 Lafayette St., New York. 


OUD TICKING—A sale of a mantel clock, spring 

driven eight-day strike, depends on whether we 

can make it run with very little noise in ticking. Can 
this be done some way? (Question No. 5394.) F. C. 


Answer—The rather loud ticking of some clocks is 
caused, or aggravated we had better say, by the vibra- 
tions of the escapement being carried through the fasten- 
ings from the movement to the case, which acts as a 
sounding-board. This effect can be very much lessened 
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by placing washers cut from felt under the screw-lugs 
ordinarily resting on the inside of the case; felt washers 
must also be placed between the opposite or top sides of 
the lugs, and metal washers placed under the shoulders 
of the fastening screws, so that the screws themselves 
cannot carry much vibration to the case. 


LANK CYLINDERS—I believe the blank cylin- 

ders sold by material houses for Swiss watches are 
not hardened steel. Wouldn’t it be better to harden 
them, and how can this be done? (Question No. 5395.) 
C. a 


Answer—Better not harden these cylinders. The 
wearing quality of the unhardened steel, used with the 
hardened and tempered steel of cylinder escape wheels, 
has been found by long experience to be satisfactory ; 
and the great risk of warping cylinders when heating 
them for hardening, is another reason for using them 
just as they are supplied by material dealers. 


¢¢ ARTIFICIAL CLOCKMAKER’—Found an old 

book, printed in England in 1714, “The Artifi- 
cial Clockmaker.” It is out of date, but interesting. But 
I cannot understand the word “Artificial,” it doesn’t 


make sense. Can you explain? (Question No. 5396.) 
C. V. Co. 


Answer—Your book is a later edition of a work first 
published in 1696. The sense in which the word “artifi- 
cial” was understood then was what we today would ex- 
press by “practical”—hence: “The Practical Clock- 
maker.” 


OUGE—Where can I get ferric oxide for polishing 

pivots? This was recommended in a book I read, 

but I cannot find it listed in any dealer’s catalog. (Ques- 
tion No. 5397.) V. L. 


Answer—Ferric oxide is rouge—oxide of iron. It 
can be bought of any of the watchmakers’ supply houses. 
For pivot polishing of course you should use it in its 
powdered form. 
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Did the Hamilton-Sangamo 

Clock Co. ever make clocks that ran direct from a 
motor, without having mainspring and escapement? We 
mean, did they make synchronous electric clocks? (Ques- 
tion No. 5898.) J. O. K. 


Answer—Yes; that company (not now in business) 
made both types of clocks, synchronous motor clocks 
and electrically-wound spring-driven clocks with main- 
spring, train and balance. The type-name given by the 
Hamilton-Sangamo Co. to their purely electric clocks 
was “sub-synchronous”; the rotor of its motor ran at a 
slower rate than the 60 turns per sec. that would really 
synchronize with 60-cycle alternating current; hence the 
term sub-synchronous. 


ENT ESCAPE TOOTH—Have an alarm clock 

running, except stops sometimes, and can’t find 
anything wrong—but noticed one escape tooth having 
shorter top than others and there is when it stops. How 
about this? (Question No. 5399.) B. B. 


Answer—Although the way the question is put 
obliges us to do perhaps more guessing than usual, we 
suggest that you see whether the tooth where the pallet- 
pin stops isn’t bent forward a little, which would make 
excessive draw and heavy unlocking resistance which the 
balance sometimes doesn’t overcome, so the clock stops. 
This may be most likely to happen when the mainspring 
is run down, toward the end of its run, when the bal- 
ance-turns are less than normal in extent. If you find 
this guess correct, try bending the tooth slightly back- 
ward, to reduce the draw; and if not successful in doing 
this, put in a new escape wheel. 


YANIDE POISONING—Does cyanide of potas- 
‘A sium solution that may happen to get into a cut on 
the fingers, have any dangerous effect? What should be 
done, if it does? (Question No. 5400.) F. K. 


' Answer—The effect of cyanide in cuts or abrasions 
of the skin, seems to vary, with different persons, just as 
ivy poisoning does; some people are more sensitive to the 
effects than others. A mixture of lime water and olive 
oil, flowed on and rubbed in, is a remedy. The greatest 
danger from cyanide is from swallowing any of it; no 
one is immune from this; as little as five grains of cy- 
anide swallowed is sufficient to cause death. Manufac- 
_turers of cyanide recommend the following treatment in 
cases of swallowing the poison: Always have on hand, 
as a precaution, a quart of 1 per cent solution of sodium 
thiosulfate (hypo), and a carton of amy] nitrite pearls. 
Then follow this procedure: Call a physician; but im- 
mediately give the patient soap water or mustard water 
to cause vomiting. Have patient inhale content of an 
amyl nitrite pearl. Have patient drink a pint of the 
sodium thiosulfate solution. Repeat the above, in the 
order stated, every 15 min. If necessary, give artificial 
respiration until the physician arrives. If not too much 
cyanide had been taken, this treatment will save the 
patient’s life. 


IAMOND CAP JEWELS—Why aren’t small dia- 
monds used more for cap jewels in highest grade 
watches nowadays? Some years ago, all these fine 
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watches, like Riverside Maximus Waltham, some How- 
ard watches, etc., had diamond caps. You never see them 
in finest watches of today. (Question No. 5401.) L. M. 


Answer—The use of diamond cap jewels formerly 
was mostly for the sake of appearance; a sales-talk 
point, as it were. Practically, although the hardnéss of 
diamond should make it suitable for cap jewels, there is 
always a risk that the direction of the grain of the stone 
may allow a slight “crumbling” effect: under impact of 
the pivot-end, producing an abrasive powder that imbeds 
itself in the steel of the pivot and grinds a pit in the 
jewel. This, rather than the cost of such small bits of 
diamond, caused their practical abandonment as material 
for endstones. 


OLDERING TOOTH—After fitting the dovetail 

when replacing a broken-out tooth in a foreign 
watch barrel, would it be better to use hard solder or 
soft solder? My guess would be that hard solder would 
give the job greater strength. (Question No. 5402.) 
M. M. 


Answer—aAny greater strength in a hard-solder joint 
would be more than offset by the softening of the brass 
in the replaced tooth, and in the teeth nearby, by the 
much greater heat required to melt hard solder than soft 
solder. These softened teeth would be almost sure to 
bend, in action. Even a slight bending, perhaps unno- 
ticeable to the unaided eye, could cause binding in the 
depth and occasional failure in power in the train. Use 
soft solder. 


ALANCE STAFF—One of the watchmakers in our 

shop says a true balance staff cannot be made~ex- 

cept by roughing it out.of soft steel; then hardening 

and tempering and finishing it. He condemns first hard- 

ening and tempering the steel, before doing any turning 

on the blank. What do you say about this? eannengy 
No. 5403.) B. B. O. 


Answer—The argument made for hardening the steel 
only after turning out the staff in the rough, is still 
heard occasionally; but this is a survival, in America, 
from the days when all turning was done on a fiddle-bow 
lathe, which was slow work and which was made easier 
by leaving steel soft until almost turned to shape. It 
was for this reason, and not for greater accuracy, that 
staffs were roughed out from soft steel. The greater 
ease of turning on the American type lathe, allows the 
staff to be turned throughout from hardened tempered 
steel, which saves time, and yields as true if not truer 
work than the older method. 


NDSHAKE—What is best way to try or feel how 
much endshake a staff or pinion has? (Question 
No. 5404.) M. O. R. 


Answer—tThere is a right and a wrong way to do 
this. Grasp the balance staff or the train wheel arbor 
with tweezers; try moving the part up and down; the 
motion felt will be the actual endshake. If, on the other 
hand, you grasp the wheel with the tweezers, the motion 
felt will be both endshake and sideshake; there could be 
no endshake whatever, but this may be undiscovered 
since you would feel sideshake and think it endshake. 


141 













































panagereranermanie, 


ser FO NERY ance my ame Sky 












Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
a. 25 words. Additional word 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations couzt as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month, 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 


Situations Wanted 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





JEWELER, engraver and diamond setter, 
first class. Address “D., 1385,” care 
Jewelers’ Circular-Keystone. 





CAN YOU USE a live wire manager (not 
a rubber stamp man). Address “V., 
1379,” care Jewelers’ Circular-Key- 
stone. 





STENOG RAPHERS, BOOKKEEPERS, 
typists, clerks furnished: no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





POSITION WANTED immediately by 
watchmaker and engraver, or as ¢n- 
graver only. Address “F., 1357,” care 
Jewelers’ Circular-Keystone. 





A-1 WATCHMAKER, 30 years’ experi- 
ence; state salary in first letter; also 
hours reqauired. .Address “H., 13965,” 
care Jewelers’ Circular-Keystone. 





ATTENTION: small chain operator; do 
you need a real live man to operate 
your stores; write me. Address “T., 
1378,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER;; over 20 years’ experi- 
ence; not subject to draft; must be 
permanent: references; state salary. 
Address “H., 1361,” care Jewelers’ Cir- 
cular-Keystone. 


A-1 REPAIR MAN and salesman; can 
take full charge of business; best 
reference; preference, North Carolina ; 
available now. Charles A. Page, P. O 
Box 395, Elizabethtown, N. C. 





WATCHMAKER desires position in north 
or central Ohio, or in New York vicin- 
ity Buffalo; Bowman trained, age 28, 
married; excellent references. Address 
“B., 1404,” care Jewelers’ Circular-Key- 
stone. 





STENOGRAPHER, knowledge of book- 
keeping, young lady of good appear- 
ance; jewelry experience; reference; 
New York or vicinity. Address “E., 
1355,” care Jewelers’ Circular-Key- 
stone. 





JEWELER, cultured, highest references, 
well introduced, wishes to represent a 
manufacturer of jewelry and costume 
jewelry, etc., in Venezuela. Address “F., 
1331,” care Jewelers’ Circular-Key- 
stone. 





$100 WEEKLY to start for exclusive ser- 
vices; one of America’s top flight store 
managers; strictly installment; peren- 
nial activity assured. Address “C., 
1429,” care Jewelers’ Circular-Key- 
stone. 





VERY CAPABLE R. R. and Swiss watch- 
maker, 20 years’ experience in high 
grade watch repairs; reliable and can 
furnish the best of references. Address 
“H., 1397," care Jewelers’ Circular- 
Keystone. 





YOUNG MAN, watchmaker _ beginner, 
wants experience, also selling, estimat- 
ing: New York City only; graduate of 
Standard Watchmakers’ Institute. Ad- 
dress “B., 1406,” care Jewelers’ Circu- 
lar-Keystone. 





DIAMOND SALESMAN for. reputable 
store doing high class installment busi- 
ness; $125 weekly, or, attractive base 
plus commission; results guaranteed. 
Address “K., 1365,’ care Jewelers’ Cir- 
cular-Keystone. 








WATCHMAKER, salesman, jewelry ‘re- 
pairer: 34 years old, draft exempt, 
over 12 years’ experience, desires posi- 
tion with reliable firm in New York. 
Address “O., 1340,’ care Jewelers’ Cir- 
cular-Keystone. 


ABOVE AVERAGE in creative ability: 
salesman of enviable background; now 
available for diamond department of 
recognized installment jewelry store. 
Address “D., 1430,” care Jewelers’ Cir- 
cular-Keystone. 





CREDIT MANAGER, past record with 
large jewelry chain, may be verified as 
to claim of successful collections ; thor- 
oughly experienced, step-ups, add-ons. 
Address “A., 1434,’’ care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY, many years’ experience 
manufacturer fine diamond jewelry: 
ean take complete charge office and 
factory; stenographer and _ assistant 
bookkeeper. Ethel Furman, 10 W. 65th 
St.. New York City. 





SALESMAN, young man. married, eight 
years’ experience retail credit jewelry 
store, now employed, desires change; 
vicinity New York; excellent refer- 
ences. Address “A., 1387,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG MAN, 27, at present does buy- 
ing and selling for wholesale diamond 
and jewelry concern; thorough knowl- 
edge of diamonds; seeks better connec- 
tions. Address “P., 1343,” care Jewel- 
ers’ Circular-Keystone. 


FIRST CLASS watchmaker, salesman, 
engraver, capable manage repair de- 
partment; railroad and baguette ex- 
perience; family; best of references; 
good habits. Address “L., 1399,” care 
Jewelers’ Circular-Keystone. 





JEWELRY DESIGNER, sample maker 
of rings, mountings and wedding rings, 
fer casting or tool work, able to create, 
desires New York City or Newark 
position. Address “B., 1347,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, 26, deferred, neat appear- 
ance, experienced every phase of re- 
tail jewelry store, credit experience, 
desires position with future; New York 
or vicinity. Address “A., 1322,” care 
Jewelers’ Circular-Keystone. 





YOUNG married man, watchmaker, also 
can do stone setting, plain engraving, 
light jewelry repairs; Bowman trained ; 
several years’ experience; New En- 
gland preferred. Address “P., 1374,” 
care Jewelers’ Circular-Keystone. 





MANAGER, A-1 salesman; competent; 
18 years’ experience in the credit jewel- 
ry business; capable of taking full 
charge; now employed, desires change ; 
excellent references. Address “M., 
1401,” care Jewelers’ Circular-Keystone. 





EXPERT jeweler-setter, wishes perma- 
nent connection with high class con- 
cern; experienced ‘designing, manufac- 
turing special orders, ete.; best char- 
acter, ability references. Address “K., 
1400,” care Jewelers’ Circular-Keystone. 





JEWELER, experienced, ‘hand-made 
jewelry, platinum and gold; wishes 
permanent position with well estab- 
lished firm; genuine opportunity out- 
side New York considered. Address “N., 
1419,” care Jewelers’ Circular-Key- 
stone. 





WHICH good repair department has 
opening for young man, two years’ 
watchmaker’s school, bench and ma- 
chine experience; speaks English, 
French, German, Dutch; please reply 
to “H., 1414,” care Jewelers’ Circular- 
Keystone. 





SALESMAN, age 36, married, retail 
credit or cash store experience, 20 
vears; now employed, desires change; 
New York or vicinity; industrious 
worker; excellent reference. Address 
“C., 1390,” care Jewelers’ Circular-Key- 
stone. 





EXPERT polisher and lapper on gold 
and platinum rings, watch cases, etc. ; 
employed at present with one of the 
largest manufacturing companies; cap- 
able of taking charge. Address “G., 
1332,” care Jewelers’ Circular-Key- 
stone. 





SALESMAN covering New England, New 


York State, Maryland and Delaware 
desires connection with reputable con- 
cern: have excellent following among 
retail jewelers for many years. Address 
“C., 1324,” care Jewelers’ Circular- 
Keystone. 





SALESMAN, retail inside, experienced, 
cash and credit, good window trimmer, 
age 37, single, expert watch repair 
estimator, and able to make minor ad- 
justments; distance no objection. Ad- 
dress “‘N., 1372,” care Jewelers’ Circu- 
lar-Keystone. 








ENGRAVER, salesman wants steady em- 
ployment in shop or store; do carving, 
chasing, relief ornamental and letter- 
ing; 25 years’ experience; married; 
age 44; South or Southwest preferred. 
Address “G., 1358,” care Jewelers’ Cir- 
cular-Keystone. 
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FAST, skillful workman, small and com- 
plicated watch and wrist chronographs ; 
wages, $60 week; first -bench, take: in 
repairs; age 40; no drinker, family:; 
good reference from present employer. 
Address “N., 1172," care Jewelers’ Cir- 
cular-Keystone, 





WATCHMAKER, highly trained and ef- 
ficient, fast and accurate; thoroughly 
experienced front man, estimator, sales- 
man; married; Protestant; excellent 
appearance and personality; first class 
store only. Address “E., 1376,” care 
Jewelers’ Circular-Keystone. 


SALESMAN, 17 


years in finest retail 
stores only, competent, thoroughly ex- 
perienced in diamonds, gold jewelry, 
watches, silver; capable taking charge; 
pleasing personality; excellent refer- 
ences; North, South, Middle West pre- 
ferred ; no credit house need reply. Ad- 
dress °C., 1353,” care Jewelers’ Circu- 
lar-Keystone. 





RETAIL credit jewelry 





A-1 WATCHMAKER, engraver, sales- 
man, exceptionally good _ estimator, 


wishes to make change; front job only; 
$65 week; sober, efficient, dependable, 
good personality and appearance; West 
preferred. Address “R., 1375,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 30, militarily ineligible, 
family; capable, seasoned, adaptable, 
presentable, conscientious, sincere; can 
estimate, manage, sell, correspond, and 
merchandise repairs: can make lucra- 
tive job pay more. Address “R., 1421,” 
care Jewelers’ Circular-Keystone. 





EXPERIENCED credit jewelry _ store 
manager, now employed, wishes to 
change with a reliable concern; com- 
plete knowledge buying, selling and 
merchandising ; age 38; single; depend- 
able; furnish best references. Address 
“K., 1335,” care Jewelers’ Circular- 
Keystone. 





YOUNG LADY, full charge bookkeeper, 
many years’ experience in every branch 
of jewelry industry (manufacturing, 
wholesale and retail) capable selling, 


credits, perpetual inventory, special 
orders; excellent references. Address 
“H., 1198,” care Jewelers’ Circular- 


Keystone. 





MANAGER for jewelry concession in de- 
partment store; seven years’ experi- 
ence; prefer city over 50,000; age 44, 
Gentile, good appearance; 20 years’ 
jewelry store experience; West pre- 
ferred; references furnished. Address 
“Y., 1381,” care Jewelers’ Circular- 
Keystone. 





FIRST CLASS watchmaker desires posi- 
tion with a firm where close timing and 
production is required on baguettes, 
Swiss complicated and railroad watches: 
25 years’ experience, foreign and Amer- 
ican; recommendations furnished. ‘Ad- 
dress “J., 1305,” care Jewelers’ Ciren- 
lar-Keystone. 





WATCHMAKER, 43, German born, U. S. 
citizen; here 35 years; desires position 
in a high-grade store; good appear- 
ance, speaks fluent English; estimate, 
capable manage watch repairs; straight 
salary or salary and commission. Ad- 
dress “B., 1323,” care Jewelers’ Circu- 
lar-Keystone. 





CREDIT STORE manager, 20 years’ ex- 
perience, capable taking complete 
charge, selling, credits, collections, ad- 
vertising, promotions, window display ; 
high caliber executive; knowledge 
every phase of business; married, age 
46; Midwest or South desired. Address 


“F., 1394,” care Jewelers’ Circular-Key- 
stone. 





STORE MANAGER;; familiar most suc- 
cessful installment operation: mini- 
mum salary first year $7,500; 
location immaterial ; highest refer- 
ence; employed now. Address “D., 
— care Jewelers’ Circular-Key- 
stone. 


salesman-man- 
ager desires position; has complete 
knowledge of every phase of the busi- 
ness whether it be promotional adver- 
tising, checking credits, trimming a 
window or making a sale; previously 
managed store doing $100,000 volume. 
Address “D.,.1408,” care Jewelers’ Cir- 
cular-Keystone. 





COMBINATION MAN, A-1 watchmaker, 


Bradley graduate, engraver and jewel- 
ry repairing and diamond setter; man- 
ager and selling ability; 20 years’ ex- 
perience, age 44; ex-service man, good 
appearance and habits; West pre- 
ferred; salary $60 weekly; references. 
Address “A., 1382,” care Jewelers’ Cir- 
cular-Keystone. 





CREDIT STORE, manager-buyer, now 


employed, desires change,; familiar with 
modern installment "methods of operat- 
ing, good recommendations; capable of 
taking complete charge of buying, sales, 
credits and collections; creative window 
trimmer and original ideas on promo- 
tional work and advertising layouts. 
Address “B., 1389,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY, 14 years’ experience, in- 


telligent, capable, assume charge order 
and service department; Elliott-Fisher 
billing, stock, perpetual inventories, 
showroom and counter selling; assist 
in purchasing merchandise, control 
catalog orders and contracts; assist 
manager where system and efficiency 
are desired: volume detail worker, re- 
tentive memory, seeks responsible posi- 
tion. Address “E., 1253,” care Jewel- 
ers’ Circular-Keystone. 








MANAGERIAL position of responsibil- 


ity wanted with reliable and reputa- 
ble retail credit jewelry firm; possess 
over 20 years’ diversified experience 
in jewelry industry; thoroughly 
equipped to take care of buying, 
selling, stock control, window dis- 
plays, advertising, etc.: last position 
in complete charge of six jewelry 
units for retail credit chain organ- 
ization. Address “P., 1420,” care 
Jewelers’ Circular-Keystone. 





Lines Wanted. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








LOS ANGELES salesman, with office, de- 


sires lines for Southern California. 
Frank Oergel, 220 W. Fifth St., Los 
Angeles, Calif. 





SALESMAN with established trade. call- 


ing on jewelry stores, New York City. 
Philadelphia, Baltimore, Washington, 
New England, desires side line: refer- 
ences furnished. Address “A., 1287,” 
care Jewelers’ Circular-Keystone. 








SALES REPRESENTATIVE, road and 


city, present position (eastern terri- 
tory) jeopardized by priorities; exveri- 
enced Metropolitan, New England, 
South and West; knowledge of most 
phases of jewelry business; substantial 
record; good acquaintance wholesalers, 
retailers and gift shops; age 40. single: 
ear. Address “J., 1398,” care Jewelers’ 
Circular-Keystone. 





YOUR OPPORTUNITY to contact suc- 


cessful sales representative; many 
years’ experience with large following 
amongst wholesalers and large retail- 
ers, Chicago and vicinity; now repre- 
sent a nationally known firm and im- 
proved facilities make it possible to 
add another line; commsision basis. 
Address “Circular 1319,” Room 1415, 
Heyworth Bldg., Chicago. 





SALESMAN with 20 years’ experience 


throughout Middlewest with’ ex- 
ceptionally large following among 
jobbers and large installment jew- 
elers, has opening for manufac- 
turer’s line; commission. Address 
“Circular 1320,” Room 1415, Hey- 
worth Bldg., Chicago, Ill. 





Side Lines. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








SALESMAN for platinum and gold semi- 


mounted and unmounted jewelry: com- 
mission basis; territory, west of Chi- 
cago; give full particulars. Address “O., 
1403,” care Jewelers’ Circular-Keystone. 





SALESMEN WANTED; Southwest, Mid- 


dle West and Coast to represent manu- 
facturer of set rings, gent’s mountings, 
ladies’ mountings, to retail trade; no 
objection to side line; commission 
basis. Address “M., 1369,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN 


residing in Chicago; one 
who travels throughout the Middle 
West, selling to jobbers a fine line of 
gold filled, gold and platinum necks, 
waldemars and _ sautoirs, also gold 
novelties; commission basis; state full 
particulars. Address “K., 1417,” care 
Jewelers’ Circular-Keystone. 





SPECIALTY salesman for military ser- 


vice rings and pins in gold and silver 
for Western, Pacific Coast and South- 
ern territories as side line, on -commis- 
sion; now advertised in Jewelers’: Cir- 
cular> write full. particulars:..with« cef- 
erences: will supply samples and fully 
iHustrated display cards. Charles 
Fischer & Co., 62 W. 47th St., New 
York City. 





Belp Wanted. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








ENGRAVER: 


liberal salary, perma- 
nent position for first class engraver. 
Apply, R. Harris & Co., Washington, 





WANTED, watchmaker, American ;_give 


full particulars, salary, age, reference 
in first letter. H. Garman & Son, 
Coatesville, Pa. 





WATCHMAKER not subject to draft; 


job permanent, good salary; send 
full details air mail. Klein & Son, 
Montgomery, Ala. 








WANTED, an all around engraver who 


can do some die work: state age and 
salary. Address “J., 1363,” care Jewel- 
ers’ Circular-Keystone. 





(Continued on page 144) 
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HELP WANTED—Continued 








WANTED, expert all around clock re- 
pairman; permanent position; state 
salary, age, send picture first letter. 
J. Jessop & Sons, San Diego, Calif. 





WANTED, combination man; watch- 
maker, jeweler; one to take in and 
estimate work; salary $35 per week. 
Address Box 352, Winston-Salem, N.C. 


WANTED expert engraver; must be A-1; 
all applicants should include sample 
plate, no impressions, age, experience 
and salary expected in first letter. J. 
Jessop & Sons, San Diego, Calif. 





JEWELER WANTED who is able to do 
his own setting; factory experience re- 
quired: $1.10 per hour; give inform:- 
tion in detail in first letter. Address 
“C., 1367,” care Jeweler’ Circular-Key- 
stone. 








WATCHMAKER and salesman, steady 
position; experienced; credit jewelry 
store, in Brooklyn, N. Y. Addfess “L., 
1336,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, permanent position; 
good working conditions; excellent op- 
portunity, $50 per week; state age and 
a Andersen’s Jewelers, Macon, 

a. 





PACIFIC COAST representative to sell 
manufacturer’s new line of gold and 
platinum ring mountings. Address “V., 
— care Jewelers’ Circular-Key- 
stone. 


SMITH - WILLIAMS, Richmond, Va.; 
Dalton’s, Petersburg, Va.; Shaw Jewel- 
ry Co., Galveston, Texas, require ser- 
vices of first and second watchmakers; 
also manufacturing jeweler and en- 
graver. 





WANTED, experienced watchmaker in 
retail store; steady position, pleasant 
surroundings; state nationality, age, 
married, experience, references, salary 
desired, etc. F. G. Mooney Co., Marys- 
ville, Calif. 





WANTED, experienced combination en- 
graver and watchmaker; permanent 
position for good man; preferred age 
35 to 50; give references and state sal- 
ary expected. Kimball’s, Inc., Knox- 
ville, Tenn. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care Jewelers’ Cir- 
cular-Keystone. 





EXPERT jeweler and repairman for all 
year around position in first class trade 
shop; $40 per week to able man. Ad- 

*dress “L., 1368," care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, first class on all sizes; 
permanent position, good working con- 
ditions, army town; salary $45; state 
age and experience. W. G. Glick, 
Junction City, Kan. 





SALESMAN, covering Chicago and Mid- 
die West to carry fine platinum mount- 
ings at popular prices, on commission 
basis. Address “B., 1428,’ care Jewel- 
ers’ Circular-Keystone. 





LAPIDARY, excellent opportunity and 
steady employment for several experi- 
enced lapidaries on semi-precious 
stones. 5S. Nathan & Co., Inc., 610 
Fifth Ave., New York. 





EXPERIENCED watchmaker for trade 
work, steady position, good salary; 40 
hours per week with time and a half 
for overtime. United Mfg. Jewelers, 
Quincy Bldg., Denver, Colo. 





SALESMEN wanted to carry patriotic 
pin as side line; timely, fast selling; 
prefer men now selling jewelry, depart- 
ment, gift stores. Write, Voxall, 342 
Madison Ave., New York. 





WATCH REPAIR estimator; must be 
watchmaker and capable of selling re- 
pair work; steady position and good 
opportunity to the right man. Rost 
Jewelry Co., Indianapolis, Ind. 





SALESMAN to carry fancy platinum and 
gold watch cases, rings and watch 
bracelets; cover the Middle West; ref- 
erences required. Address “L., 1418,’ 
care Jewelers’ Circular-Keystone. 





WANTED, first class combination watch- 
maker and engraver; must be accurate 
and fast; $55 per week; can use at 
once; this position permanent. Address 
“Combination, 1216,’ care Jewelers’ 
Circular-Keystone. 





WATCHMAKER wanted, must be good 
and experienced in small watches; good 
salary, permanent employment, pleas- 
ant working conditions; give details 
and salary expected. Address “H., 
1333,” care Jewelers’ Circular-Keystone. 





WANTED, watchmaker at once; depend- 
able, experienced, first man; railroad 
inspection ; pleasant working conditions 
for man who can assume charge of 
watch repairs and sales; details first 
letter. Rathbun Bros., Oelwein, Iowa. 





WATCHMAKER, permanent position, 
good working conditions, excellent op- 
portunity; only first class work taken 
in; must have someone at once; write 
full particulars of qualifications. Hale’s, 
oe Established 1856, Greenville, 





WANTED material man for Southern 
material house; must be dependable 
and experienced in American and 
Swiss lines; excellent opportunity for 
man with executive ability. Address 
“J., 1334,” care Jewelers’ Circular- 
Keystone. 





WANTED, all-around diamond setter; 
jeweler for repairs and special order 
work; all-around engraver; steady 
work and good working conditions; 
fine opportunity for right man. Address 
“D., 1328,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER; permanent position; 
good working conditions; excellent 
opportunity; $45 to $50 per week; 
state age and experience. Address 
“K., 819,” care Jewelers’ Circular- 


Keystone. 


WATCHMAKER take charge of depart- 
ment, who can do light jewelry repair- 
ing and wait on trade intelligently; 
state age, salary and _ experience; 
steady position and excellent working 
conditions. Norris Jewelry Store, Fred- 
ericksburg, Va. 





JEWELER WANTED on special order 
work; $1 per hour to start; very pleas- 
ant place to work; state exactly what 
you can do, experience, where in the 
past employed and married or’ single. 
Address ‘M., 1366,”’ care Jewelers’: Cir- 
cular-Keystone. 





JEWELER, all around repair’ man, 
wanted mostly for different types of 
setting, and especially diamonds; have 
a good proposition for the right man; 
Middle West location; state age and 
references. Address ‘“A., 1427,’ care 
Jewelers’ Circular-Keystone. 





GEORGIA .jewelry firm has opening for 
competent watchmaker, as well as an 
apprentice watchmaker; advise experi- 
ence, salary expected and furnish ref- 
erences in first letter; job is steady; 
must be draft exempt. Address “T., 
1423,” care Jewelers’ Circular-Keystone. 





WANTED, second watchmaker; give 
full particulars, salary, age, refer- 
ence in first letter; position perma- 
nent Cogburn Jewelry Co., Panama 


City, Fla. 





WANTED, very energetic salesman witb 
following to sell precious colored stones 
New York City; knowing market thor- 
oughly; great opportunity; first letter 
give full details, references. Address 
“G., 1411,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, capable of repairing 
regular run of American and Swiss 
watches; not eligible for draft pre- 
ferred; old established firm; state ex- 
perience, salary wanted and references 
in first letter. Frank L. McDonnell, 123 
W. Market St., Scranton, Pa. 





SALESMEN WANTED; we have open- 
ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; several 
territories open; commission with draw- 
ing account; experienced men_ need 
only apply. Address “B., 2922,” care 
Jewelers’ Circular-Keystone. 





EXPERT watchmaker, high grade me- 
chanic, permanent position; com- 
mission job with plenty of work and 
fine line of repairs with best prices. 
Address “N., 1338,” care Jewelers’ 


Circular-Keystone. 





EXPERIENCED combination watch- 
maker, jeweler and engraver; per- 
manent position; capable of 
handling one or two assistants; 
Pittsburgh. Address “A., 1346,” 


care Jewelers’ Circular-Keystone. 








WANTED, watchmaker and light jewel- 
ry repairman to take charge of de- 
partment, estimate and take in 
work; permanent for right man; 
salary $200 or better a month. Ad- 
dress, Spear’s, Winston-Salem, N. C. 
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WANTED ENGRAVER; experienced 
in general inscription and mono- 
gram engraving for fine retail store ; 
permanent position; give age, refer- 
ences and salary expected. Jobe- 
Rose Jewelry Co., Birmingham, Ala. 





SALESMAN for New York wanted by 
prominent importer of semi-precious 
stones; must have previous expe- 
rience in this line; give full par- 
ticulars and references in application. 
Address “O., 1373,” care Jewelers’ 
Circular-Keystone. 


LEARN watchmaking, engraving, 


jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, III. 








IEXPERIENCED watch repairman, capa- 
ble. of taking full charge of depart- 
ment in one of Southwest’s leading 
jewelry stores; applicant must give 
experience in detail, marital status, 
age, starting salary; recent picture ad- 
visable; all applications confidential. 
Address “A., 1345,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, thoroughly  expe- 
perienced, dependable and capable 
of doing first class work; finest 
working conditions; $40 a week; 
send references; Cleveland, Ohio. 
Address “C., 1384,” care Jewelers’ 
Circular-Keystone. 





WANTED capable man to help manage 
jewelry store in town of 75,000; must 
have: knowledge of repairing and sell- 
‘ing, able to help in all departments ; 
‘well established firm; opportunity to 
''right man, to buy in and become owner 
later; full particulars and will want 
personal interview. H. E. Hayward, 
111 Marion St., Oak Park, II. : 





SALESMAN a permanent position is 
‘available for a high type jewelry 
salesman in one of Connecticut’s 
leading jewelry concerns; state age, 
references and salary expected. Ad- 
dress “F., 1410,” care Jewelers’ Cir- 
cular-Keystone. 





BUSCH & SONS offer a splendid oppor- 
tunity to a high grade salesman with 
initiative and ability to absorb advice 
and determination to make good; re- 
munerative advancement is assured the 
right man; this is an old established 
firm with a progressive and active pro- 
gram; write for an interview stating 
experience, qualifications, etc. 875 
Broad St., Newark, N. J. 





PROMINENT New York diamond firm 
has opening for salesman; state full 
particulars including experience, 
territory covered, type of trade, re- 
muneration arrangements, etc.; our 
organization knows of this adver- 
tisement; replies held strictest con- 
fidence. Address “G., 1395,” care 
Jewelers’ Circular-Keystone. 





DIAMOND SETTER, engraver, jewel- 
er; permanent position guaranteed 
for expert combination man; small 
modern shop; ideal working condi- 
tions, good future; not interested in 
boozers or floaters; only dependable 
and efficient producers need applv 
for this “top-notch” job; full par- 
ticulars and salary expected to start, 
first letter. Address “M.. 1337.” 
care Jewelers’ Circular-Kevstone. 


TRAVELING SALESMAN, take over our 


established territory (States of Illinois, 
Indiana, Pennsylvania, western Ohio 
and western Michigan, City ,of Chi- 
cago included ) with well known 
branded manufacturer’s line of gold 
filled lockets, crosses, etc.; watch at- 
tachments in metal and leather; for re- 
tail and credit jewelers; can be used 
in conjunction with other lines for a 
producer; liberal - commissions -*(first 
time our line has been open in. this 
territory for nine years). Write, all de- 
tails in first letter. Address ‘“C., 1407,” 
care Jewelers’ Circular-Keystone. 





AIRCRAFT 


instrument: technicians 
needed urgently; watchmakers’ experi- 
ence in precision work especially valua- 
ble when combined with necessary 
special instrument training ; production 
of huge number of fighting planes 
opening up hundreds of good-paying, 
permanent Civil Service instrument 
positions at Army and Navy aircraft 
maintenance depots; Civil Service Com- 
mission allows our six months training 
as your complete substitution for the 
two vears’ actual instrument experience 
usually required; aircraft plants, air- 
lines and instrument manufacturers, 
also, are reserving our graduates for 
months ahead; get complete. informa- 
tion on this interesting lifetime pro- 
fession. Write, American School of 
Aircraft Instruments, Dept. J-2, 3903 
San Fernando Road, Glendale, Calif. 





WATCH SALESMEN, experienced. to 


represent a nationally known better 
grade Swiss watch line, also snec’a!- 
izing in military watches and dia- 
mond watches and diamond rings; 
several territories open including the 
Southwest such as Texas, Louisiana, 
Oklahoma, Kansas, etc.; no objec- 
tions to non-conflicting side lines; 
very liberal commissions; only men 
with watch experience need apply 
and only those who give all particu- 
lars and references in first letter will 
be given consideration; all applica- 
tions will be held strictly confiden- 
tial. Address “J., 1416,” care 


Jewelers’ Circular-Keystone. 








MANUFACTURING jewelery business 


on the Pacific Coast, specializing in 
silver set with semi-precious stones, 
is in need of an executive to take 
charge of operation, on account of 
present executive going into army 
service; this company is young and 
vigorous, has well equipped plant, 
plenty of room, is incorporated, has 
highest standing in the trade, best 
of credit, no debts except to owners; 
has nation wide distribution of prod- 
ucts, some exports now doing 
$125,000 a year and have projects, 
almost fully developed, which will 
more than double in present year; 
has plentiful and dependable sup- 
ply of raw material principally used; 
no priorities trouble; some invest- 
ment required but ability and vision 
is needed more than money: a 
splendid opportunity for the right 
party to get into a going and pros- 
perous business, and live in one of 
the most beautiful cities on the 
West Coast; give references ‘when 
you write. Address “B., 1383,” care 
Jewelers’ Circular-Keystone. 


| 





WANTED—salesman, by well known 


manufacturer ; long established, well 
organized, able to deliver the goods; 
large saleable line of gold rings and 
jewelry; man about 35 to 45 who 
thoroughly knows wholesale jewelry 
trade in Middle West and South; 
Pacific Coast trade helpful but not 
essential; to work out from Chicago 
office; only one who can command 
substantial earnings and wants to 
obtain a lifetime position need ap- 
ply; replies in full detail with recent 
photo will be held in strict con- 
fidence. Box “B., 1437” Care 
Jewelers’ Circular-Keystone. 








For Sale. 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








WONDERFUL opportunity: same location 


30 years: thriving city; best local sec- 
tion: most desirable site; reasons. Ad- 
dress “L., 932,’ care Jewelers’ Circular- 
Keystone. 





JEWELRY STORE in Ocala, Fla.; owner 


deceased; although low on diamonds 

and watches, stock and fixtures inven- 

tory about $2.000; a bargain at $750. 

to F. E. Weihe, Box 464, Leesburg, 
a. 





FOR SALE, without stock, small jewelry 


store of good reputation, long estab- 
lished on upper Broadway, New York; 
good opportunity for watchmaker. Ad- 
dress “S., 1377,” care Jewelers’ Circu- 
lar-Keystone. Pad 





THE MOST MODERN jewelers’ store in- 


side, in southern Michigan; estah- 
lished 14 years; exceptionally low rent; 
inventory $14,000; will reduce to suit; 
more repair work than two can do; 
reason for selling owner in ill health. 
Address Oak Jewelers, 102 S. Main 
St., Royal Oak, Mich. 





> 


FINE opportunity for an expert watch- 
maker who desires to step into a mod- 
ern retail jewelry store located in New 
York City for over 45 years; $4,500 
eash which includes a small stock of 
gold-filled jewelry; plenty of repair 
work all vear round. Address “E., 
1329,” care Jewelers’ Circular-Keystone. 





JEWELRY STORE, well established, 


good repair business, railroad watch 
inspection; reasonable rent; will sell 
fixtures, stock and accounts receiv- 
able for cash or reasonable down 
payment with satisfactory security; 
proved money maker; located West 
Virginia; owner called for military 
service. Address “R., 1344,” care 
Jewelers’ Circular-Keystone. 


For Sale. 


Tools, Eauipments. Merchandise 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








JEWELRY FIXTURES for sale: three 
glass,.counters, four. wall cases, one 
10’ wooden counter; one 6’ wooden 


counter: one .silver disnlay table. and 
one.,,silver flatwear_ cabinet. Address 
“G; 1433,” .care Jewelers’ Circular- 
Kevstone. : 





(Continued on page 146) 
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FOR SALE—Continued 








CUSTOM-MADE jewelers’ price cards 
with your name on every card and 
the prices you want; our cards have 
become famous throughout the 
United States because of their mag- 
netic power to attract customers to 
your store; they are made of the 
finest stock; conservative and dig- 
nified in appearance, fit for the best 
jewelry stores; write for samples 
now. Dauer Printing Co., America’s 
Leading Price Card Manufacturers, 
Printers, designers, engravers, 31 E. 
22nd St., New York City. 


Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. . 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold: 35 
years established: send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 





GORDON BROS. cash buyers, com- 
plete or surplus stocks purchased 
for highest cash prices; see our dis- 
play advertisement on page 89. 


FOR SALE, small, modera, high grade 
trade shop in Connecticut defense city ; 
select private trade also; excellent 
future for an all around jeweler with 
diamond setting and creative ability; 
price reasonable; possible government 
service, reason for selling. Address “E., 
1409,” care Jewelers’ Circular-Keystone. 





FLOYD I. EDWARDS personally di- 
rected liquidation or promotional 
sales for dependable jewelers; cash 
bond posted if desired; bona fide 
reference from Coast to Coast; all 


correspondence strictly confidential.- 


17 Palmer St., Gowanda, N. Y. 





JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small: 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 


Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, New Century engraving ™ma- 
chine in good order; give lowest cash 
price and particulars. Address “E., 
1431,” care Jewelers’ Circular-Key- 
stone. 








HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Tralson, Suite 402, 209 S. State St., 
Chicago. 





WANTED TO BUY ai “jewelry store, 
must be very reasonable; will pay 
eash; all information in first letter. 
Address “W., 1380,” care Jewelers’ Cir- 
cular-Keystone. 





DIAMONDS, colored. stones, watches, 
jewelry, and silverware: highest prices 
paid upon your approval of my quota- 
tions; established 1921. William E. 
nga 15 Maiden Lane, New York 

A 





COLMES BROS.; cash buyers ot 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





JEWELRY STORE wanted, old estab- 
lished preferred; possibilities for im- 
vrovement and installment; price must 
be reasonable; correspondence con- 
fidential. Address ‘“N., 1402,” care 
Jewelers’ Circular-Keystone. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices: 
bank and trade references of the high- 
est character. Write 37 Maiden T.ane. 
ee Telephone Bowling Green 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Linick, Green & Reed, Inc., 29 
E. Madison St., Chicago, Ill. 





ENGLISH and American box chronom- 
eters regardless condition; trade-in 
watches, all movements; antique 
watches; Marine sextants; paying 
highest prices ever. Address “K., 
1218,” care Jewelers’ Circular- 
Keystone. 


To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








STORE for rent, 11x70, 100 per cent 
location New Rochelle, N. Y.; immedi- 
ate possession: attractive rental. Ad- 
dress “S., 1422,’ care Jewelers’ Circu- 
lar-Keystone. 


Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


RELIABLE watch repairing for the traile 
since 1921; efficient, dependable; mail 
service. Standard Watch Service, 146 
Fifth Ave., New York City. 





CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. . 





SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade Swiss watches; 
also high grade watch repairing ; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
eal Society of New York. M. Aschen- 
dorf, 11 John St., New York. 


Special Order Work and 


Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 


Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LEARN WATCH repairing by doing it; 
thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 1841 
Broadway, New York City. 





LEARN jewelry designing by correspon- 
dence; private lessons could be ar- 
ranged; further information upon re- 
quest. C. A. Jakobb, 31 W. 47th St., 
New York City. 





NOTICE: I am in no way connected with 
the Barber’s Credit Jewelers of Meridian, 
Mississippi, and will not be responsible 
for any debts, sales or transactions in- 
curred by said firm. Abe K. Barber, 
Meridian, Miss. 





WATCHMAKERS; increase your ability 
through the highly recommended books ; 
“Rules and. Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 











When published in 


THE 
JEWELERS' 
CIRCULAR- 
KEYSTONE 


it automatically becomes an 
official record of the Jewelry 
and Allied Industry. 
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They’re 











q Capt. Louis Lachicotte, of P. H. 
Luachicotte & Co., Columbia, S. C., is 
now on duty at Camp Blanding. 


Ensign Thomas A. Pot- 
ter, Jr., son of the 
president of the Elgin 
National Watch Co., 
has been on 
service with the 
since last July. He 
graduated from Prince- 
ton in 1937 and took 
his shakedown cruise 
in October, 1940 and 
then the V-7. course, at 
Northwestern Univer- 
sity, which he com- 
pleted in June. 


active 





q Leon Williams, employed in the jewelry 
department of M. S. Sickles and Sons, 
Philadelphia wholesale firm, reported for 
duty with the Quartermaster’s Corps of 
the Army, in January. 


Pvt. Henry Meyer, son 
of Benjamin Z. Mey- 
er and vice-president 
of the Central Watch 
Materials & Supply 
Co., Inc.,  Philadel- 
phia, became a bene- 
dict on Dec. 25, but 
almost immediately 
afterwards had to 
leave his bride, the 
former Miss Judith 
Rubin, of New- York, 
and at last reports 
his whereabouts were 
known only to Uncle 
Sam. He was last 
stationed at Fort Dix, 





N. J., with the 44th 
Division, Field Artil- 
lery. 


q A number of young men from the 
Pittsburgh jewelry trade have entered 
the armed services recently, including 
Chester Stein of the Grogan Co., Inc., 
and Bill Cummins and Maurice Lebau, 
both of Grafner Bros. “Bill” enlisted 
in the Marines and Maurice in Aviation. 


Frederick Weisberg, 
formerly of the House 
of Milner, Philadel- 
phia wholesalers, has 
been with the U. 
Army's Air Corps since 
last July. According 
to reports, he is mak- 
ing quite a bit of 
progress with the Iélst 
School Squadron at 
Kelly Field, Texas. 





q ‘The Town Criers, Cincinnati organiza- 
tion of jewelry salesmen, lost two of its 
members to Uncle Sam last month. 
Drafted into the Army were Paul 
“Buddy” Knight, of P. J. Knight Co., 
jewelry manufacturers, and Paul Schu- 
mer, of Schumer Bros Co. 

q Ed Fish, a likable young chap associ- 
ated with C. W. Sweetland & Son, 373 
Washington St., Boston, joined up, and 
his friends in the trade saw to it that 
Eddie had a farewell party with all the 
fixings and a substantial reminder of 
their good-will. 

q Capt. Jack Allen, who until recently 
was in the armored force at Fort Knox, 
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In The Army Now 


is now on the staff of the Inspector Gen- 
eral with headquarters in Washington. 
While on an inspection trip in the Chi- 
cago district, early last month, he 


availed himself of the opportunity to 
join his associates of F. H. Noble & Co. 
at the C. J. A. banquet on Jan. 10 and 
met a host of his friends in the jewelry 
business. 


Ensign William A. 
Roessler, son of Ralph 
Roessler, president of 
NACJ and retailer of 
Marion, Ind., who was 
one of the first op- 
tometrists to be en- 
rolled in the Naval 
Reserve, is now sta- 
tioned at Jacksonville, 
where he refracts eyes 
of Naval flying cadets. 





q Men of the office staff of Jacques 
Kreisler Mfg. Corp., North Bergen, 
N. J., feted J. Fraley Bermond, sales 
promotion manager, who is being in- 
ducted into the Army, and Edward L. 
Dreyer, purchasing agent, who is en- 
tering the Navy, at a going-away party, 
held at the Top Hat Cafe, Union City, 
N. J., Jan. 2. As a token of esteem and 
in recognition of their outstanding 
achievements for the company, Tobias 
Stern, vice-president, on behalf of the 
boys presented both Mr. Bermond and 
Mr. Dreyer with handsome watches, 
suitably inscribed. 

q Four boys from the James A. Apffell 
Co., Los Angeles manufacturing jewel- 
ers, are in the armed forces. James A. 
Apffel, Jr. is a corporal in the Marine 
Training School, San Diego; Rudolph 
Apffel in the California National Guard; 
Norman Adams, Apffel’s son-in-law, in 
the Army training at Aberdeen, Wash., 
and Dick Horn, a prospective son-in-law, 
is now stationed at the submarine base 
at Panama. 


Ferdinand Kohner, Jr., 
who before his induc- 
tion was a salesman 
for the _ Baltimore 
wholesale firm of Max 
Kohner, is now a pri- 
vate in the 175th In- 
fantry at Cam p 
Meade, Md. His mar- 
riage to Miss Min- 
delle Kann has been 
deferred for the dura- 
tion. 





q William Brand, an employe of the 
jewelry department of M. S. Sickles and 
Sons, Philadelphia wholesalers, is back 
in Uncle Sam’s Army. Because he was 
over 28, Bill was released by the Air 
Corps the day before the Japs made 
their sneak raid on Hawaii, and im- 
mediately returned to his old job with 
the Chestnut St. firm, but shortly after 
the Christmas rush he was recalled by 
the Army. 





q Hollis D. Lindstrom, son of Carl D. 
Lindstrom and a partner in his father’s 
diamond and precious stone business in 
Los Angeles, enlisted in the Army and 
is now at the Fort Knox, Ky., Armored 
Division training school. 


ei 
Henry H. Brown, who 
in peacetime was 
salesman for National 
Wholesale Jewelry Co., 
Baltimore, is now oa 
cavalryman at. Ft. 
Myer, Va. He'd like 
to hear from his cus- 
tomers and friends in 
Maryland and the 
South. 





4H. Dean Baker, Jr., of the Attleboro 
Refining Co., Attleboro, Mass., promi- 
nent in jewelry manufacturing circles 
and a director of the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association has joined the naval re- 
serves as a first-class seaman. 

q Emil H. Wachter, son of Emil C. 
Wachter, secretary of the Zerweck 
Jewelry Co., East St. Louis, Ill., is now 
a Naval air cadet, and is taking his pri- 
mary flight training at Lambert Field 
as part of a “Greater St. Louis” squad- 
ron now being organized. Wachter, who 
is 25 and a graduate of St. Louis Uni- 
versity, was a member of the Municipal 
Opera Co., in St: Louis. For the past 


two years he has played in stock. 


WILL HE HAVE HIS TURN IN ‘62? 


spy gpg 





If it should fall to the lot of little 
Lawton Bennett to have to take up arms 
for the defense of his country when he 
attains manhood, he should know how to 
get around a tough “top-kick” and how 
to run through the manual of arms, for 
he can fall back on the experience of his 
uncle, Wilson Bennett, shown holding 
him, and his father, John Allen Ben- 
nett. If needs be he should make a 
good soldier, tco, for his grandfather, 
Ernest H. Bennett, of the advertising 
department of THe Jewerers’ Crrcunar- 
Keysronr, is one of the fightingest men 
we know, having overcome serious illness 
and physical handicaps that would have 
leveled many men of fewer than his 75 
years. Mr. Bennett’s youngest son, Wil- 
son, wears the insignia of the 44th In- 
fantry Division, with whom he is sta- 
tioned at Camp Claiborne, in Louisiana, 
while his oldest son, John, is shown in 
the U. S. Army uniform he wore during 
the first World War, when he served 
with the signal corps as a dispatch rider, 
attached to the British forces. 
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4 Manufacturers’ News 





RONSON SALES CONVENTION FORMULATES PLANS FOR ' 


Ronson sales representatives gathéred for a luncheon meeting on Jan. 5 to open the 
semi-annual sales convention. 


‘The week of Jan. 5 to 10 was devoted 
to a series of important sessions of the 
‘Ronson organization at their Newark 
plant, at the Newark Athletic Club, and 
at the’ Ronson display rooms in New 
York. Sales representatives from all 
parts of the country and Canada were 
in attendance. 

President Alexander Harris, in ad- 
dressing the opening session at luncheon 
emphasized that the company’s first 
thought must be to cooperate with the 
Government in its “all-out” effort for 
a speedy victory, and described the dif- 
ficulties which had beset the production 
program of the past year. Mr. Harris 
then outlined the company’s intention 
to carry on within the limitations of 
Government restrictions and _ public 
policy, explaining that without self mo- 
tive, he believed this consistent with 
the national economy. 

He told of the new models that would 
be added to the best selling items of the 
current line, including several silver 


plated ones for table use. Of especial 
interest to the salesmen and dealers 
was Mr. Harris’ announcement that even 
with orders outrunning production, 
Ronson advertising will continue. 
Sessions during the remainder of the 
week were devoted to sales matters un- 
der the supervision of Sales Manger 
F. W. Osgood, and merchandising plans 
under the direction of .A. R. Nathan, 
advertising director. James M. Cecil and 
John P. Kane, of the Cecil & Presbrey 
Advertising Agency, and, Hal A. Salz- 
man and Miss Barbara Beale, of the 
publicity staff, told of .the company’s 
activities in advertising and publicity, 
with particular stress upon the large 
quantity of testimonials from users. 
Ways and means for increasing the 
already greatly accelerated demand for 
Ronson accessories were also discussed, 
and after a final review of the new lines, 
the sales representatives left for their 
territories to tell their dealers of the 
program for the coming year. 





J. C. Newman Elected Vice-Pres. 


Of Untermeyer, Robbins & Co. 


One of the few changes of officers in 
the history of the 75 year old firm of 
Untermeyer, Robbins & Co., was made 
the first of January, when it was an- 
nounced that Joseph C. Newman was 
elected vice-president of that  cor- 
poration. 

Mr. Newman started in the jewelry 
field when a boy of 15 as an office boy 
with Jonas Koch & Co., and at 19 was 
sent on the road—one' of the youngest 
men ever to travel with a jewelry line. 
His likeable personality and his flair 
for the stage and composing soon 
brought him many friends not only in 
the jewelry trade, but among well- 
known actors and newspaper writers as 
well. 

Prior to his joining the sales force 
of Untermeyer, Robbins & Co., in 1936, 
he had been a member of the firm of 
Chas. Marx, Inc., with whom he had 
been associated for ‘12 years, before 
which he had been a salesman for S. L. 
Van Wezel & Co., diamond cutters. Both 
of these ‘companies have retired from 
business. 

Mr. Newman ‘is a Shriner and ‘a:mem- 
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ber of the Friars Club of New York City. 
In assuming his new office, he will con- 
tinue his activities as sales manager and 
will personally cover the principal cities 
throughout the Middle West and Pacific 


, Coast. 


Oneida to Have Strong 
Ad Campaign 


Thirteen full color pages in Life lead 
off Community’s advertising program 
for 1942. They will be supplemented 
with full color advertisements in Ladies’ 


Home Journal, Good Housekeeping, 
Mademoiselle, Cosmopolitan and True 
Story. 

A gallery of beautiful brides, painted 
especially for Community by Jon Whit- 
comb, young America’s favorite artist, 
will grace the advertisements. Each 
painting tells a story, each painting in- 
cludes three tested “stoppers”—a bride, 
a man, a Community chest. 

The campaign will run throughout the 
year, and new displays, mats, and mer- 
chandising tie-ups will help Community 
dealers put this backlog of advertising 
to work. 





$. Nathan's Lapidary Department 
Reorganized as Separate 


Company Affiliated With Parent Firm 


On Jan. 5, the jobbing and lapidary 
department of S. Nathan & Co., Inc., 
was reorganized as a separate company, 
operating under the name of Nathan 
Lapidaries, Inc., at 71 Nassau St., New 
York. 

The new company will be an affiliate 
of S. Nathan & Co., and will take over 
the staff, the location, the equipment 
and the jobbing stone stocks formerly 
handled by the lapidary and jobbing de- 
partment. The staff will continue to be 
under the direction of Sam Leichter. 

“The development of this separate or- 
ganization”, said President Leopold 
Nathan of S. Nathan & Co., Inc. will 
permit intensive specialization on the 
lapidary and jobbing end of the stone 
business, and thus make possible the 
rendering of faster, more coordinated 
service.” 

Nathan Lapidaries, Inc., will have at 
their disposal all the resources of S. 
Nathan & Co., Inc., and. will take care 
of all jobbing stone orders, (that is, re- 
placements of stones in jewelry of any 
description and where matching is re- 
quired), in addition to cutting, encrust- 
ing, drilling, engraving and lapidary 
work in all its branches. 

As heretofore, S. Nathan & Co., Inc., 
at 610 Fifth Ave., will take care of all 
usual stone requirements for the trade, 
and its sales staff, consisting of the fol- 
lowing men, will continue to call on the 
trade as in the past: 

Jack Teichlauf, Middle West; Lam- 
bert Wallenstein, Eastern Seaboard; C. 
Alden Aldrich, Providence and Attle- 
boro; Gus J. Miller, Newark, and, New 
York, and Joseph Fishman, New York. 

The executive management of the new 
corporation will be the same as that of 
S. Nathan & Co., Inc., with Leopold 
Nathan continuing to direct the forces 
of both companies. 


Kreisler Holds Sales Convention 


The semi-annual sales meeting of the 
Jacques Kreisler Mfg. Corp., North 
Bergen, N. J., was held at the Skyline 
Inn, North Bergen, Jan. 13, 14 andwi6. 
Kreisler’s new lines of watch~-attach- 
ments and accessory jewelry Were pre- 
sented, developments of the past year 
were reviewed by Tobias Stern, vice- 
president of the compamy, and a dis- 
cussion was held on the problems fac- 
ing the jewelry trade during the com- 
ing year. a 

Jules Hochman, Leonard Friedman 
and Lew Kanow received their awards 
as first, second, and third prize-winners, 
respectively, in Kreisler’s “most valu- 
able salesman” contest. And Albert 
Rosengarten, a new member of the 
Kreisler sales force, was named to rep- 
resent the company in the Northwestern 
territory. 

The sales meeting wound up in a 
grand finale, with the entire sales or- 
ganization and members of the office 
staff attending the Robinson-Zivic aight 
at Madison Square Garden. <i: 
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Croton Watch Appoints 
West Coast Distributor 


Croton Watch Co., New York, has ap- 
pointed Keil-Hall Co., wholesale dis- 
tributors of Portland, Ore., exclusive 
distributors of the company’s products 
in the Pacific Coast area. 

This move, according to Harold Horo- 
witz of the Croton Watch Co., is to en- 
able the firm to handle more efficiently 
the growing demand for Croton watches 
in the Far West, and to better service 
and more closely cooperate with Croton 
jewelers in that area. 

All promotional material, including 
newspaper ad mats, displays etc., will 
be available to Pacific Coast jewelers 
through the Keil-Hall Co. 

Mr. Horowitz; Max Templehof and 
John Schmied, Croton representatives in 
other parts of the country, are currently 
on the road showing their customers the 
new and expanded Croton line, which 
includes complete selections of fancy 
and novelty watches. 





New Showroom for Kreisler 


Jacques Kreisler Mfg. Corp., North 
Bergen, N. J., announces that the 
company’s new showroom in the Inter- 
national Building, Rockefeller Center, 
New York, will be completed in Febru- 
ary. At this convenient location, buyers 
will find on display Kreisler’s complete 
lines of watch bands, watch straps, and 
ladies’ and men’s accessory jewelry. 
General offices remain, of course, at the 
factory in North Bergen. 





Le Stage Uses 12 Kt. Quality 
In Gold Filled Merchandise 


Through an unfortunate error in the 
printing of the advertisement of Le Stage 
& Co., in the January number of the 
Jeweers’ Crrcutar-KeysrTone, the figure 
12 was dropped out of one line of the 
heading, with the result that the quality 
of the gold filled stock used by the com- 
pany in the chains featured in the adver- 
tisement, was not made clear. ‘The qual- 
ity should have been stated as 1/20 12 
karat gold filled, Le Stage & Co. al- 
ways making it a point to keep their 
qualities well above the required mini- 
mum of the Commercial Standards. - 





Diamond Cutting Firm 
Has Steady Growth 


A noteworthy example of the recent 
growth in the American diamond cutting 
industry is the shop of Kornberg Bros. 
& Swaab, 74 W. 46th St. 

The two Kornberg brothers, Henry 
and Samuel, and the third partner, 
Maurice Swaab, had all been actively 
engaged in the diamond business in Bel- 
gium until about three years ago. At 
that time, perhaps foreseeing or fear- 
ing the threatened Nazi invasion of the 
Low Countries, they came to New York 
and shortly afterward opened a diamond 
cutting plant specializing in high-grade 
goods, in both melee and sizes. 

Partly perhaps because of efficient 
manufacturing and partly because of the 
excellent quality of their product, the 
firm’s business has maintained a steady 
and healthy increase and today, start- 
ing from scratch less than three years 
ago, they are employing over 50 cutters 
and are carrying on an extensive pro- 
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gram of training apprentices in the art. 

The partners believe that even with 
the higher wage scale in New York, the 
superior quality of the goods manu- 
factured in this country will make is 
possible to hold the American market 
for American cutters not only during 
but after the war. 





New Community Display 
Makes Selling Easier 


Community’s new floor display--a 
small silverware department in itself— 
focuses attention both on the beauty of 
Community’s patterns and on what every 
woman wants to know—correct service 
for entertainin 

Included in this “junior silverware de- 
partment” are four Community chests 
of silverware, complete with protecto- 





Community's new floor display focuses at- 
tention on the patterns and on what pieces 
are needed for correct entertaining. 


panes, an illuminated Community sign, 
four removable pattern demonstration 
cases, complete with the correct silver 
for entertaining, as well as a number of 
sales aids. 

In selling, the salesman starts at the 
top with the pattern demonstration 
cases, talks quality, shows prospect how 
the pattern will look on her own table 
by laying out the six basic pieces on 
table-setting card supplied. Only after 
the needs of the customer have been 
arrived at, are prices mentioned. 

The display has an illuminated sign, 
and is in solid wood, with a choice of 
finishes in light or dark color to match 
the store’s interior. 





Patent Granted on "Featherweight" 
Plastic Watch Bracelet 


The U. S. Patent Office last month 
granted Patent No. 2,270,216 on 
“Featherweight” plastic expansion watch 
bracelet recently introduced by the Louis 
Stern Co., Providence, R. I. The Coy 
Mfg. Co., patentee, has appointed the 
Louis Stern Co. world-wide distributors 
of “Featherweight” to have exclusive 
distribution rights in all world markets. 








q Albert E. Wehry, new salesman ac- 
quired a few months ago by Klein Bros. 
Co., Cincinnati, will this Spring take 
over the territory until now handled by 
EK. A. Frommeyer, president. 








A. H. Pond Co. Reaches 
Half Century; 
Holds Enthusiastic Sales Meetings 


A staunch note of confidence in the 
future of the nation was expressed at a 
series of sales meetings in Syracuse, 
N. Y., Chicago, Ill., and Denver, Colo., 
when the 1942 spring campaign for 
Keepsake diamond rings was launched 
by the A. H. Pond Co., Inc., of Syracuse. 

The meetings in all three cities were 
presided over by Robert A. Pond, presi- 
dent of the company. 

“The record shows clearly the great 
success that the Keepsake merchandising 
system has made for retail jewelers,” 
Mr. Pond said. “Since fall, 1939, we have 
increased our business 412 per cent, and 
the number of Keepsake jewelers has 
more than doubled. Our greatly ex- 
panded advertising and merchandising 
program for spring, 1942, leads us to be- 
lieve that even these gains will be sur- 
passed.” 

Thirty-three advertisements will ap- 


‘pear this spring in a list of 17 national 


magazines, 13 of the advertisements be- 
ing in color. It is estimated that the 
campaign will reach nine out of every 
ten women of marriageable age in every 
community. 

The effectiveness of Keepsake maga- 
zine advertising was shown in a report 
that showed the large number of re- 
quests received for the famous Keepsake 
book, “The Etiquette of the Engagement 
and Wedding”. 

One of the highlights of the sales meet- 
ings was the introduction of the new at- 
tention-compelling diamond mirror win- 
dow display, which can be used as an 
effective traffic stopper not only in the 
window but within the store itself to 
make the diamond department a focal 
point. 

Other sales-getting helps to be offered 
the retailer include five dynamic “sales 
clinchers” to aid merchants in closing 
sales, striking window displays, news- 
paper mats, dramatized radio programs, 
movie trailers, counter displays, neon 
signs and a special counter visual pre- 
sentation. 

The meetings, which began the week 
of Jan. 19, commemorated the 50th an- 
niversary of the A. H. Pond Co. Tribute 
was paid to the memory of the founder, 
Andrew H. Pond, who was a farm boy 
until 17; a jewelry traveling salesman at 
19 and the proprietor of his own whole- 
sale jewelry business at 25. Not only 
was Andrew H. Pond a keen and suc- 
cessful businessman, but he also served 
as a university trustee, bank director 
and church trustee. He earned and 
possessed the respect of all who knew 
him. . 

Tribute was also paid to the Pond 
men who are now serving the armed 
forces of their country. They include: 
Edward C. Bock, Naval Air Service; 
George Stierwald, 2nd Liuet., O.R.C.; 
Randall C. Berg, Ensign, U.S.N.R.; F. 
William Ludington, Jr., Midshipman. 
U.S.N.R.; Albert W. Doolittle, Ensign, 
U.S.N.R. 

Pond men attending the Syracuse sales 
meeting, in addition to Robert A. Pond. 
included: Henry C. Beadel, vice-presi- 
dent and treasurer; Roland B. Pond, 
secretary; John L. Butterfield, Norman 
O. Cushing, George E. Dunn, J. W. Fitz- 
patrick, Roy D. Gould, Warren Terwil- 
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liger, G. Dan Thornton, H. P. Warner 
and F. H. Wittsten. H. Clay Buckout 
of Life Magazine, was a special speaker 
at the Syracuse meeting. 

Those attending the Chicago confer- 
ence included: John E. Donohue, Arden 
A. Longeraft, W. F. MecCulloh, Sid 
Phillips, C. Burr Williams, and at the 
Denver meeting were: William  L. 
Calkins, William E. Carter, John F. 
Douglass and Frank H. Niehaus. 

John B. Flack, of the Flack Adver- 
tising Agency of Syracuse, N. Y., mer- 
chandising and advertising counsellors, 
presented the details of the Keepsake 
advertising program at each meeting. 


International Silver Wins Top Award 
For Excellence of Advertising 


The blue ribbon award of merit for ex- 
cellence in national magazine advertising 
has just been awarded to the Interna- 
tional . Silver Co., for its outstanding 
campaign on sterling, which has been 
running in a list of leading periodicals 
of wide circulation. 

Each year, in a contest sponsored by 
Advertising and Selling magazine, hun- 
dreds of prominent advertisers compete 
for the coveted medal awarded for out- 
standing excellence in copy, artwork and 
general presentation, and the winning of 
first place is a distinction eagerly sought 
by the biggest advertisers and agencies 
in the country. That the accolade should 
have been given to the International Sil- 





ver Co. is a high tribute to the qualit 
of the company’s campaign. 

Formal presentation of the award was 
made at a dinner at the Waldorf Astoria 
on Feb. 6. The advertising was prepared 
by Young & Rubicam, in collaboration 
with the advertising department of the 
International Silver Co., headed by 
George Morrison. 


New Ring Mounting Line 
ls Trademarked 


Kushner & Pines, ring and mounting 
manufacturers of New York, have 
adopted the trade name, “The Merrie 
Ring of Note,” for the new line of plati- 
num and gold ring mountings recently 
brought out by that house. The name 
has . been protected by trademark 
patent. 

The new line, which lays particular 
stress on style and workmanship, ac- 
cording to Bernard Kushner, president 
of the company, is now being shown to 
the trade by the company’s sales repre- 
sentatives, who are Matthew Singer in 
the South; Jack T. Goldman, in the 
Middle West, and Lillian Van Krum, in 
the Eastern district. 


Joseph Zajic, Jr., jeweler, has been ap- 
pointed civilian defense chairman of 
North Kansas City, Mo. Zajic is com- 
mander of his American Legion Post 
and president of the Board of Education 
of the Gashland, Mo., schools. 


BULOVA ANNOUNCES NO CUT IN ADVERTISING FOR 1942 


John H. Ballard, president of the 
Bulova Watch Co., announced, at a con- 
vention of the company’s sales force, 
that there would be no cut in _ the 
national advertising budget of the com- 
pany for 1942, that it might even be in- 
creased over last year, and that the 
policy of year-round advertising would 
continue despite uncertain world con- 
ditions. 

A banquet Wednesday night, Jan. 21, 
at the Starlight Roof of the Hotel Wal- 
dorf-Astoria, and tendered to him by 
the sales force for “his inspiration and 
leadership”, marked the end of the con- 
vention and was attended by Bulova 
sales representatives and their wives 





from every part of the United States 
and Canada. 

Romo Vincent headed the list of en- 
tertainers for the evening, among whom 
were Ray & Naldi, Guili Guili, the 
Hollywood Blondes, “Your Cousin from 
Indiana” and many others. Clyde Lucas 
and his orchestra provided excellent 
music for dancing by the guests. 

Cred:t for the success of the banquet 
is given to the committee-in-charge, com- 
posed of Barney J. Berkes, chairman, 
Mortimer G. Evans, Norman J. Teguns, 
Henry H. Fried, Emanuel Hochman, 
A. W. Racoosin, and Henry P. Sengel- 
mann, all Bulova salesmen of long 
standing. 


Above are the Bulova Watch Co. sales representatives and their wives and quests, gathered 
at the banquet table to honor President John H. Ballard (inset). 


150 








Wartime Trade Conditions 
Explained to Jewelry Crafts; 
William B. Ogush New President 


The annual business and dinner meet- 
ing of Jewelry Crafts Association was 
held at the Hotel Taft, New York, on 
Jan. 26. At the close of the dinner which 
followed an informal reception, Rawson 
L.. Wood, president, presented the formal 
reports for the year, showing an im- 
provement in the association's financial 
condition which now has a modest sur- 
plus, thanks to several generous con- 
tributions from members to make up 
previous deficits. 

New officers elected for the ensuing 
year were: William B. Ogush, Katz & 
Ogush, president; Jacob H. Schaeffer. 
Shiman Bros. & Co., first vice-president ; 
Rawson L. Wood, J. R. Wood & Sons, 
second vice-president; Clarence W. 
Chandler, Robert Stoll, Inc., treasurer, 
and H. L. Sperling, executive secretary. 

Named to the board of directors were, 
in addition to the officers: Harry Axel, 
Barney Esh, David Klebanoff, Mrs. 
Blanche Eichler, Simon Abraham and 
Milton Rosenthal, 

As a mark of appreciation for years 
of outstanding service to the association, 
Mr. Wood was presented with a hand- 
some gold pocket watch, engraved to 
commemorate the occasion, and Jacob 
Schaeffer, who has long been one cf the 
wheel horses of the organization, was 
similarly honored. 

Principal speaker of the evening was 
G. H. Niemeyer, president of Handy & 
Harman, and chairman of the Jewelers 
Vigilance Committee, who warned of the 
changing situation in the jewelry indus- 
try as a result of the combined factors 
of war and economic upheavals. 

He pointed out also the difficulties be- 
setting the manufacturing jeweler under 
present-day conditions, with few of them 
able to turn their equipment satisfactorily 
to war work and finding it increasingly 
difficult to obtain the raw materials 
needed for the manufacture of their reg- 
ular lines. 

He suggested that the best procedure 
for such firms who wish to obtain war 
contracts is to work through the com- 
mittees which have been organized for 
this purpose rather than to attempt to 
handle the matter individually, because 
of the highly complicated Governmental 
set-up and the confusion caused by a 
multitude of individual contracts. 

Clayton D. Quaw, of the War Produc- 
tion Board (formerly OPM), told of 
the efforts that his organization is mak- 
ing to spread the war work and to bring 
into the picture more and more medium- 
sized ‘and small manufacturing plants 
whose capacity is not sufficiently great 
to enable them to obtain primary con- 
tracts but whose facilities are often of 
great value as sub-contractors. 

Speed and accuracy rather than costs 
is the vital element in war production, 
Mr. Quaw emphasized, and manufactur- 
ers who can meet these requirements can 
be a valuable adjunct to the war effort. 

President-elect William Ogush further 
emphasized the necessity of turning to 
war work in the present emergency, and 
with remarks by P. M. Fahrendorf, pub- 
lisher of Jeweters’ CircuLse-Keystone, 
who spoke on the need of unity in the 
industry, and Mr. Sperling, who >eviewed 
the current jewelry situation in England, 
the meeting came to a close. 
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WE WARNED YOU 


Last MONTH on this page we suggested that it would 
be a good idea for all jewelers to familiarize themselves 
with Regulation W of the Federal Reserve Board, 
because, we warned, its scope might be extended at any 
time to include other products than those originally 
covered by it. Regulation W, you remember, is the one 
which deals with installment selling. It sets the mini- 
mum down payments and the maximum credit terms al- 
lowed on the sale of certain kinds of goods on install- 
ents, and requires every dealer who sells such goods on 
installments to obtain a license to do business. 

Our warning has already been justified. In the list 
of articles covered by the original regulation, the only 
ones of interest to jewelers were radios, phonographs, 
and electrical appliances, on all of which a down pay- 
ment of 20 per cent was required, with the balance to 
be collected within 18 months. 

Now it is proposed to add watches, clocks, cameras, 
and silverware as well. What is more, it is also 
proposed that on these goods, the down payment shall 
be not 20 per cent as it is with other goods, but 33 1/3 
per cent. 

Little imagination is needed to realize what this would 
do both to outright credit jewelers and to those who sell 
on what they call “budget plans” or “divided payments,” 
which means practically every jeweler. Fortunately, 
the amendment has not been made final or official and 
there is some hope that it may .be modified to give 
watches, clocks, etc., no worse than an even break with 
other kinds of merchandise. Jewelers’ associations and 
watch manufacturers and importers have already regis- 
tered vigorous protests, and the matter is now being 
considered by the authorities. The final decision may 
have been announced by the time this reaches you. 

In the meantime, we repeat again—get from your 
district Federal Reserve Bank a copy of Regulation W 
with all amendments, and study it. You're going to have 
to work under it. 


SHOPPERS’ GUIDE 


In New York City is an afternoon newspaper of 
somewhat pinkish tendencies, called PM. One of its 
features is a department that it calls “Shopping Ques- 
tions” in which inquirers are told where they can buy 
this, that or the other at supposed discounts from retail 
prices. 

A considerable number of its questions and answers 
have to do with jeweler’s merchandise, and several times 
it has directed inquirers for such items to the Macher 
Watch & Jewelery Co. who have been cited more than 
once by the Federal Trade Commission for questionable 
practices. 

We wonder just how much the trusting readers of 


PM really save if they follow the advice. We also won- : 


der why sometime PM doesn’t publish the name and ad- 
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dress of some newsdealer who sells PM at a discount 
from its established retail price of five cents per copy. 


SAUCE FOR THE GANDER 


IN THE LIGHT of all we have been hearing about the 
virtual famine in watches in Great Britain, an advertise- 
ment on page 68 of the Saturday Evening Post for Jan. 
24 makes interesting reading. : 

A concern in Bristol, England, is offering what is 
claimed to be a 15 jewel “unbreakable,” waterproof, 
dustproof, shockproof man’s wristwatch with luminous 
dial, unbreakable crystal, and timed and adjusted for all 
climates—a watch whose price is usually $30, according 
to the ad—all for $9.95. 

Far be it from us to criticize either our Allies in this 
war, or the policy of devoting just as much as possible 
of our own manufacturing facilities to the production of 
essential war materials for their and our use. 

Nevertheless, we should like to know how it happens 
that at a time when American watch manufacturers are 
being urged to restrict their output, and American re- 
tailers are being threatened with drastic restrictions to 
keep down their watch sales, our British cousins are 
able to offer watches direct by mail to the American 
public at prices only one-third of normal values, accord- 
ing to their own statement. 

We always understood that what was sauce for the 
goose was sauce for the gander. 


DIAMONDS AND A PAPERHANGER 


Dip you know that after the war the whole diamond 


industry is going to fall into the hands of Germany? 
Well, live and learn. 

We have it on the authority of Adolf Schicklgruber, 
himself, because in present-day Germany if you publish 
anything that doesn’t meet with the approval of the ex- 
paperhanger with the silly mustache your next stop is 
a concentration camp. 

Here’s what a German trade paper said not long ago: 

“A new scale of diamond colors was established by 
the Americans through the Gemological Institute of 
America. . . . We cannot accept color prescriptions and 
color grades from other nations. Therefore, and in the 
face of the forthcoming new order in Europe, where 
Germany after its victory will have the ruling power, 
it is our task to establish new international color grades, 
especially since after the war the whole diamond trade 


will fall into our hands. Already now we are obliged — 


to deal with this question and to find a German solu- 
tion.” 
Hi ya Adolf? MHow’ll you have your perfect blue 


Editor 
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HOUR AFTER HOUR...DAY AFTER DAY 
You’re Losing Sales If You Fail To Show 






Every Customer The Amazing New 


PARKER “5I" 








““THERE’S NOTHING 
LIKE IT IN ALL THE 
WORLD” 


Who are your most natural prospects for the new Parker “51”? Why your own 
customers... of course! Those men and women who come through your doors 
regularly are the ones who will buy this sensational Fountain Pen if you will 
show them how it works . .. demonstrate its amazingly different performance 
... let them see its exquisite new streamlined design! Gentlemen... you are 
in the key position to do a tremendous job of selling this higher-priced unit 

by simply suggesting that the purchase be added to an open account. Re- 
member . . . you make more profit on Parker than you will on 60% of 

the other merchandise you carry in your store. 












\\\ et 
THE PARKER PEN COMPANY \’ ZANESVILLE, WIS. 
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LIFE GOES TO AN 
ADVERTISING CONFERENCE 


—Marking Community’s Decision 
to Shoot the Works 


' - CVILVER must be seen to be 
S sold. That’s why Com- 
munity’s magazine advertis- 
ing schedule has always been 
by far the strongest in the 
silverware field. This year 
Community adds Life to its 
roster of outstanding me ga- 
zines. Big, full-color pages 
in Life and other magazines 
are aimed to entrench 
Community’s position dur- 
ing the coming year. 


Thirteen big, full-color, full-page ads will appear in Life during 104 


Every four weeks, Community’s name will reach Life’s dominant market 
of 21,900,000 readers. It’s the magazine young America rende. It’s the 
magazine all America knows and prefers. 


























And Life isn’t all! Community appears in full-color ads in a long A bride, a man and a Community Chest—three tested selling stoppers= 
list of other magazines, including Ladies’ Home Journal, Good will be featured in Community ads. Gay, dashing illustrations by & 
Housekeeping, Cosmopolitan, Mademoiselle and True Story. Every famous artist, Jon Whitcomb, add new impact to a brilliant campaigit 
Community ad will be in full color. And each ad will tell brides-to-be, “If it’s Community — it’s Correct 


Because of the National Emergency all Advertising, Prices and Merchavalise are Subject to Change Without Notice. 
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